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1.	Introduction	
 
In 2011, I completed my Masters of Teaching and began applying for work in various 
schools across Melbourne, Victoria. I had spent the previous eight years working as 
an Industrial Officer in a trade union and was, at the time, the only member of my 
extended family to have attended a university. My family arrived in Australia from 
Northern Ireland when I turned five, neither of my parents attended high school, both 
having left school at the age of 14. 
 
Having a teaching qualification, I began applying for work and an outer suburban 
school offered me an interview. Reading the school’s My School website (ACARA 
2016) I found that over two-thirds of the students attending the school were in the 
bottom two quartiles of the Index of Community Socio-Educational Advantage 
(ICSEA) and over 50% of the students were from a Language Background Other 
Than English (LBOTE). This was a relatively disadvantaged school in the Australian 
education system. Given the student population, and my having just completed a 
subject for my Masters concerning questions of success and failure at school, I felt it 
would be likely that this school would to focus on literacy, numeracy and English as a 
second language.  
 
On the school’s website, I found an electronic copy of a glossy, professionally 
produced school prospectus. It had never occurred to me that a ‘local school’ (Bonnor 
& Caro 2012) might spend money on producing such a document.  
 
In this prospectus, the school’s English as a second language program was mentioned 
once and in one sentence. Assistance with literacy was similarly only mentioned once, 
but this time in the same sentence as the school providing extra challenges for gifted 
students. The school’s accelerated learning program for gifted students received two 
pages. 
 
It was not only the text that caught my attention. The majority of the document was 
dedicated to images, that is, two-thirds of the document had not written text at all, and 
in these images the school student population was overwhelmingly white – the images 
simply did not reflect the student population that the statistics on the government site 
documented (ACARA 2016). 
 
This thesis is my seeking to understand the implications of this experience. Why do 
‘local schools’ now feel the need to market themselves? How does the school’s 
community impact on how the school seeks to market itself? Do schools with higher 
proportions of boys market themselves differently to schools with a more equal 
balance of the sexes? Does having large numbers of students from non-English 
speaking backgrounds impact on how schools want to be seen?  
 
A school’s marketing materials present in idealised form what a school is seeking to 
be and the kind of education it hopes to provide (Gewirtz, Ball & Bowe 1995; 
Smedley 1995). Presumably, if the marketing is to be effective at all, this will match 
what parents (even if only a select group of parents) will find to be a desirable 
education for their children.  
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Attracting	the	Right	Students	
 
Research conducted in Australia on school marketing has relied on various forms of 
semiotic analyses (Drew 2013, Gottschall, Wardman, Edgeworth, Hutchesson, & 
Saltmarsh 2010; Hooper 2011; McDonald, Pini & Mayers 2012; Meadmore & 
Meadmore 2004; Pini McDonald & Bartlett 2016; Symes 1998; Wardman, 
Hutchesson, Gottschall, Drew & Saltmarsh 2010). This body of research has focused 
almost exclusively on the marketing materials of elite private schools. 
 
Research conducted internationally has focused less on semiotics and more on forms 
of content analysis (Dale 2006; Gewirtz, Ball & Bowe 1995; Knight 1992; Lubienski 
2007, 2008; Oplatka & Hemsley-Brown 2004, 2007; Smedley 1995; Wilkins 2012). 
This research has sought to interpret marketing from a broader range of schools than 
only elite private schools.  
 
The findings of the international research has concluded that school marketing is 
“uniform and formulaic” (Gewirtz et al 1995, p. 137) with schools engaged in 
“playing to preferred customers” (Lubienski 2007, p. 132), generally meaning the 
children of middle class parents. Some research has gone so far as to suggest, “being 
too distinctive in the marketplace is risky” (Gewirtz et al 1995, p. 143). 
 
Schools derive advantages if they can attract the ‘right’ students (Ball 2003, 2006b; 
Ball & Gewirtz 2010; Bonnor & Caro 2007; Brantlinger 2003; Gorur 2013; Ho 2011; 
Nash 2010; Smedley 1995; Teese 2011) and these ‘right’ students are the “kids that 
bring cultural capital to the school that will increase its results (girls, high socio-
economic background families, academic ability, sporting or creative prowess)” 
(Bonnor & Caro 2012, pp. 83-4). This conclusion has been repeatedly noted (Gewirtz 
et al 1995; Ball & Gewirtz 2010). As Campbell, Proctor & Sherington (2009) say, 
“The market is not free, and the freedom to choose is not the same as the privilege of 
being chosen” (p.182).  
 
Other research has shown that students receive differential attention given their 
likelihood to contribute to school improvement on government mandated measures 
and assessment instruments (Ball 2006a; Ball, Maguire & Braun 2012). Others have 
stressed that the students likely to receive additional attention is highly gendered and 
raced (Ball et al 2012; Youdell 2006).  
 
The coincidence of these factors has been used to explain the apparent commonality 
of school marketing materials. Research has shown that overwhelmingly it is middle-
class parents who are the active choosers in the school marketplace (Ball 2003, 
2006b; Ball & Gewirtz 2010; Ball et al 2012; Campbell et al 2009). If all schools seek 
to attract the same students – that is, students already holding the habits and 
dispositions that ensure academic success – then school marketing will appear similar 
no matter which school produces it, because it is marketing to the same people: the 
white, mostly female, children of middle class parents.  
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All	the	Same?	
 
However, I was left feeling uncomfortable by this continuity and felt the differences 
between schools must surely have some impact on how they would set about 
marketing themselves. Since all schools are located within a field and each stands in 
some relation to all others in that field, it seemed unlikely that such differences would 
play no part at all in how schools marketed themselves.  
 
Anyon’s research (1980, 1981) provided a key structuring framework for this 
research, in that she found that the form and content of educational experience that 
children received at school varied according to the social class the school served. 
Other research has confirmed this finding over decades (Brantlinger 2003; Connell, 
Ashenden, Kessler & Dowsett 1982; Lareau 2003; Reay 1998; Weis 1990, 2004). 
Research has also shown that the educational experiences of boys and girls are often 
very different from each other (Gaine & George 2005; Kenway, Willis, Blackmore & 
Rennie 1998; Walkerdine 1998). Furthermore, Australian research has also 
considered the nature of white flight from schools deemed to have too many none 
Anglo-Saxon background children (Ho 2011). That school marketing might not take 
any of this issues and concerns into consideration while trying to attract students – 
given their own student populations – seemed improbable. 
 
As such the research question at the heart of this research is: Do all schools provide 
identical marketing materials regardless of the social class, gender or ethnicity of their 
students? 
 
Methods	and	Methodology	
 
This thesis seeks to engage with what C. Wright Mills (2001) referred to as the 
promise of the sociological imagination. That is, the notion that there are conditions to 
our existence that are effective hidden from us, even if they are hidden in plain sight 
(Margolis, Soldatenko, Acker & Gair 2001), and that sociology provides tools to help 
us bring these conditions to the fore (Bauman 2014), and even to provide a means of 
self-defence against the patterns of power that these hidden forces enact upon us 
(Bourdieu 2010). 
 
As Mills (2001) claims, 
 
The sociological imagination enables its possessor to understand the larger 
historical scene in terms of its meaning for the inner life and the external 
career of a variety of individuals. It enables him (sic) to take into account how 
individuals, in the welter of their daily experience, often become falsely 
conscious of their social positions (p.5).  
 
There is a danger in notions of false consciousness (Althusser 1971) and 
misrecognition (Bourdieu & Wacquant 1992) that the all-too-likely outcome will be a 
kind of smug self-assertion where one’s own consciousness ends up being the only 
one that is true. Seeking to put obstacles in the way of this all-too-human frailty is a 
key reason for turning to methods and methodology (Bourdieu 1993). Knowing we 
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are prone to confirmation bias (Gilovich 1993; Kahneman 2011; Travris & Aronson 
2007), however, is not enough to inoculate ourselves against confirmation bias. 
 
 
Methods are the procedures used by men (sic) trying to understand or explain 
something. Methodology is a study of methods; it offers theories about what 
men (sic) are doing when they are at work at their studies (Mills 2001, pp.57-
8). 
 
The advice here runs from understanding the nature of the questions or problem that 
one is confronted by, then to a choice of the methods that might help to better 
understand the nature of these problems, and then finally to perhaps consider the 
methodological questions (if not, in fact, the epistemological ones, Mills 2001) that 
structure the choice of methods. 
 
Content	and	Discourse	Analysis	
 
It became apparent early in this research that if it was going to be possible to 
understand the structure of the education market (c.f. Bourdieu 2005) and the 
relationships that exist between the social position a school holds in that field and 
how the school then sought to market itself, that no one method of research would 
answer these questions. While this research is qualitative, it also relies on a variety of 
qualitative mixed methods to interrogate these materials to come to some 
understanding of them. 
 
As has been noted above, most of the Australian research has used social semiotic 
discourse analysis of the marketing texts it has analysed, while much of the 
international research has focused on various forms of content analysis. A chief 
concern I had when I began this research was that I would be left open to the criticism 
that the content and conclusion of this research were no more than a reiteration of my 
ideological convictions. As such, I wanted to ground (Charmaz 2006; Clarke 2005) 
my research by collecting data from texts themselves. That this data would provide a 
foundation upon which to build a critical discourse analysis of the socially situated 
genre that is school marketing (Fairclough 1989, 1992, 1995, 2003, 2006; Gee 1990, 
2014; Hodge & Kress 1988; Kress 2003; Kress & Van Leeuwen 1996, 2001; 
Paltridge 2012; Romaine 1994; Rose 2001). In this sense I have used content analysis 
as my means of immersing myself within these texts – that is, as my way of noticing 
who is shown, what they are shown doing, what is discussed, what is left silent, who 
is never shown and so on. That is, content analysis – as a form of counting according 
to particular categories (Rose 2001) provided methods of deep immersion in these 
texts.  
 
But immersion is not enough. To understand what these texts were saying and why 
involved also engaging with theory – both the general theory of sociology, and of the 
particular theories concerned with the sociology of education. 
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Theory	as	Ways	of	Seeing	
 
I had been primed, in reading Bernstein (1977a) and Bourdieu (Bourdieu & Passeron 
1979, 1990), to expect to see schools as sites of social reproduction – and so perhaps 
that I have found precisely such forms of reproduction is hardly surprising. That such 
theories have been criticised from both the right (Catteeuw, Dams, Depaepe & Simon 
2005) as Hineiminterpretierung (p. 212) (a German rendering of confirmation bias) 
and the left (Apple 2012b) as too often hiding the progressive work done by teachers 
in teaching the world and the word (Freire 2005), should have given me reason to 
pause.  
 
Nonetheless, even though schools are not purely sites for the reproduction of social 
advantage, it is impossible not to notice that such reproduction occurs and does so 
with remarkable fidelity (Jones 1982; Teese & Polesel 2003).  Schools in Australia 
are situated within a hierarchical system (Teese 2007) and social stereotypes (Schauer 
2006; Steele 2010; Tauber 1997) associated with groups of students within such a 
hierarchy impact on the expectations that teachers and students have for their own 
education (Rosenthal & Jacobson 2003). The often hidden injuries social stereotypes 
cause has been discussed at length (Brantlinger 2003; Kenway et al 1998; Steele 
2010). That schools achieve social reproduction is not merely a matter of selection 
bias of the available evidence, nor is it due to an overarching pessimism on the part of 
the left when confronted with the glacial pace of progressive social change (Apple 
2012b). Rather, social reproduction is linked not only to what happens in those 
schools, but also to the expectations parents, students, teachers and so on associate 
with the students a school attracts and the socially constructed belief in the educability 
of those students (Rosenthal & Jacobson 2003). It seemed likely that these 
stereotypical expectations would be held not only by those producing these materials, 
but also by those the materials were produced to attract (Berger 1973; Goffman 1979; 
O’Barr 1994). As such, rather than all schools producing effectively identical 
marketing materials merely by the fact they were seeking to attract the same high-
value students, my expectation was that these materials should vary by the social 
location of the schools in terms of the class, gender and ethnicity of the students they 
were most likely to attract and therefore due to the social stereotypes that associate 
around such groups of students.  
 
That is, these marketing materials would vary according to what Bourdieu (Bourdieu 
& Wacquant 1992) refers to as Doxa, “the knowledge we think with but not about” 
(Bauman 2014, p.171).  That these marketing materials would rely almost entirely on 
‘symbolic violence’ (Bourdieu & Wacquant 1992), something not dissimilar to 
Foucault’s (1995) notion of power as something not merely repressive, but also an 
enabling force in the constitution of subjective identity (Foucault 1984; Youdell 
2006).  
 
Hidden	in	Plain	Sight	
 
The methods used in this thesis, then, have sought to remain simple and transparent, 
given the guiding belief that the power relations that structure how certain classes of 
students will be viewed will be ‘hidden in plain sight’ (Margolis et al 2001, p.2) – that 
is, hidden by the fact we think with this doxa, rather than about it. If the system 
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reproduces itself with the unconscious approval of the disenfranchised responding to 
the necessities of their position within the field of reproduction itself (Bourdieu 2005; 
Bourdieu & Passeron 1990), then, I hoped that the methods used to examine these 
materials should do more than merely show the commonalities of school experiences 
across the social field of education, but also to show the differences present according 
to the position the school held within that social field in terms of social class, gender 
and ethnic composition. Furthermore, that fundamental to observing these regularities 
was an ordering of the themes discussed and shown in these materials according to 
the composition of these schools in terms of these three social axes and seeing if and 
how the schools differed. 
 
That is, I have based my research on these school marketing materials using methods 
of content analysis of the images (Rose 2001) and a corpus analysis for the 
accompanying text (Bondi 2007; Duguid 2007) on the presumption that once such an 
analysis had been conducted, patterns of reproduction would become evident. 
 
This research has been also conducted with the conviction that the content of these 
materials is effectively infinite, that is, that the questions one could ask of these 
materials is infinite. This means that an analysis of these materials is sensitive to the 
categories and themes of inquiry adopted. There may be no ‘wrong’ questions to ask 
of these materials, but some questions are likely to be more productive than others. 
Furthermore, these materials are not infinitely malleable, and that they provide a 
glimpse into the world of these schools given their social location (Lakoff 1987).  
 
This research has sought to find answers to questions related to the social position 
schools find themselves within and the impact these have on the forms and content of 
a school’s marketing efforts. The patterns and regularities found here have been found 
in those materials themselves, not merely in the mind of the researcher.  
 
Immersion	within	the	Sociology	of	Education	
 
The questions asked of these materials, as defined by the categories of inquiry 
(Foucault 2002; Lakoff 1987), have been chosen based on a deep immersion not only 
within the texts themselves, but also within the themes of previous research within the 
sociology of education, that is around some of the central concerns of the field. This 
immersion has directed the questions asked concerning:  
 
the construction of gender in schools  
 
(Anyon 1984; Ball & Gewirz 2010; Butler 1999; Connell 2000; Francis 2000; 
Gaine & George 2005; Kenway et al 1998; Lingard, Marino & Mills 2009; 
McLeod 2006; McLeod & Yates 2006; Stoll 2013; Thorne 1999; Walkerdine 
1998; Weaver-Hightower 2003; Wyn 2004; Youdell 2006, 2011)  
 
of social class  
 
(Anyon 1980, 1981, 2011, 2014; Apple 1995, 2001, 2012 a&b; Ball 2006 b; 
Bernstein 1977 a,b&c; Blackmore 1992; Bourdieu & Passeron 1979, 1990; 
Brantlinger 2003, 2007, 2008; Connell 1977, 2013; Connell et al 1982; 
Darling-Hammond 2009; Lamb 2007; Lareau 2003; McLeod & Yates 2006; 
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Mills & Gale 2009; Nash 2010; Ravitch 2010; Reay 1998; Reay, Crozier & 
James 2011; Teese 2000, 2007, 2011; Teese & Polesel 2003; Thomson 2002; 
Weis 1990, 2004; Weis, Cipollone & Jenkins 2014; Youdell 2006, 2011)  
 
and of ethnicity  
 
(Arber 2008; Chitty 2009; Du Bois 2007; Gaine & George 2005; Garbutt 
2011; Gillborn 2008; Hage 2000; Ho 2011; hooks 2004, 2015; Jupp 2002; 
Markus, McDonald & Jupp 2009; O’Barr 1994; Rizvi 2014; Schauer 2006; 
Steele 2010; Stratton 2011; Tauber 1997; Youdell 2006, 2011). 
 
This immersion in both the texts and in educational sociology has led to a range of 
questions being used to interrogate these texts. For instance, if girls are used by 
teachers to maintain discipline within classrooms (Kenway et al 1998) then does this 
impact how the schools with the fewest girls set out marketing themselves?  
 
If a school has a low ICSEA score, and therefore a large number of students from 
working class backgrounds, does this impact on the forms of pedagogies (Connell et 
al 1982) likely to be displayed in their marketing materials?  
 
If Asian students are perceived as model migrants (Stratton 2011) will they be more 
likely to be shown in school marketing materials than other non-Anglo Saxon 
students?  
 
If working class parents are likely to perceive teachers as their social superiors 
(Brantlinger 2003; Connell et al 1982; Lareau 2003; Reay 1998) and middle class 
parents to perceive them as social equals, does this have impact how schools refer to 
their teaching staff in their marketing? 
 
Overview	of	Chapters	
 
The central question this thesis addresses is the extent to which school marketing 
materials are impacted by the social situation of schools in terms of the social class, 
gender and ethnic mix of students that attend these schools. 
 
Chapter 2 situates the thesis within the existing Australian and international 
scholarship concerning how schools market themselves and also the scholarship 
regarding social reproduction within schools. Two aspects of the previous research 
into school marketing materials are highlighted: that Australian research has focused 
almost exclusively on the marketing efforts made by elite private schools, and that 
international research has stressed that since all school marketing is seeking to attract 
the same high-value students it inevitably looks similar regardless of a particular 
school’s social location. However, this appears to be at odds with the findings of 
decades of the sociology of education, that is, that how schools are socially located 
has a major impact on how they are seen and on how they see themselves. 
 
Chapter 3 discusses why an analysis of marketing materials requires a mixture of 
methods, both linguistic and image based analytical methods, and how it is only 
following an engagement with the content of these texts through the lenses of these 
analytical methods that a synthetic discourse analysis can be performed. A linguistic 
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analysis has been performed in three parts: a corpus analysis of the text of the 19 
prospectuses providing the frequency-of-use of words, an analysis of the context 
within which some words directly related to education have been used, and an 
analysis of various themes in these prospectuses given the proportion of sentences 
dedicated to those themes. The visual analysis is founded upon a content analysis of 
all of the 33 marketing materials analysed.  
 
Chapters 4 and 5 discuss the aspects of schooling all schools share. Chapter 4 
considers the physical aspects of the schools: their buildings and facilities, 
technology, but also their curriculum, school mottos and logos. Chapter 5 considers 
the people associated with schools: parents, teachers and students (particularly the 
role of school uniforms in identifying school students), and how these are represented 
in the materials. The ways in which schools choose to discuss the aspects of schooling 
that all have in common is shown to vary according to the social situation of the 
schools. 
 
Chapters 6 and 7 analyse the words used in prospectuses and how the choices schools 
make relate to their social situation. This analysis begins by considering differences in 
the frequency of use of words in prospectuses, then how the same words are used in 
varying contexts by the different schools and finally how much space schools devote 
to various themes in their marketing materials. 
 
Chapters 8 to 10 consider the visual aspects of school marketing materials and how 
the selection of images is constrained by the social class of the students most likely to 
attend (chapter 8), by the gender mix of the students (chapter 9) or by the overall 
proportion of students from ethnically diverse backgrounds (chapter 10). These three 
characteristics are shown to impact upon one another given the likelihood of which 
students are chosen to be shown engaged in which tasks. Such that, for instance, a 
school with a large gender imbalance is less likely to show images of non-white, non-
Asian students.  
 
Overall, chapters 4 to 10 are concerned with understanding how social stereotypes, 
how particular groups of students as defined in terms of their gender, ethnicity or 
social class, are perceived and understood as requiring different forms of discipline if 
they are to excel at school. These stereotypes impact on these materials in their choice 
of language and on which students can and cannot be shown in the images and what 
they can or cannot be shown doing. 
 
The	point,	however…	
 
If this thesis is seeking to change the world, rather than to merely interpret it (Marx & 
Engels 1970, see also Apple 2012a), then it is seeking to do so by providing simple 
(easy to replicate) ways in which schools can interrogate their own marketing 
materials and ask how groups of students (in terms of their ethnicity, social class and 
gender) are represented in those materials. While mere awareness does not guarantee 
change, schools remaining unaware of what the author believes are automatic modes 
of representation is a good first step along the path to more inclusive education.  
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2.	Entering	the	Conversation	
 
This chapter locates the thesis within a broad scholarship on school marketing both in 
Australia and in various other, mostly Anglophone, nations. It then considers the 
sociology concerning the impacts of social class, gender and ethnicity on the field of 
education and schools; and how the school market, as system of relations between 
schools, impacts on how they market themselves are reviewed. Central to the 
sociological lens applied here is the work of Jean Anyon (1980, 1981). 
 
Australian	Research	on	Elite	Private	Schools	
 
Australian research into school marketing is characterised both by the school sector 
the research has focuses upon and by the methods of analysis. Almost invariably it 
has been elite private schools that have been considered in Australian research 
(McDonald et al 2009; Meadmore & Meadmore 2004; Symes 1998; Gottschall et al 
2010; Wardman et al 2010), with the focus sometimes narrowed to single-sexed 
schools within the elite sector (Gottschall et al 2010; Wardman et al 2010). Some 
research has questioned how elite schools set about constructing neo-liberal subjects 
(Wardman et al 2010; Windle & Stratton 2013). The motivation for this focus on the 
most elite schools is rarely explained, but presumably is due to the belief that “the 
market is a constituent element in the formation of the ethos of the private school” 
(Symes 1998, p.135) and therefore marketing materials from such schools are likely 
to act as exemplars of marketing practices that other school sectors are likely to 
emulate. Drew (2013), for instance, says of his research, “Private boarding schools 
were selected because they are considered to be at the forefront of the marketisation 
agenda” (page 177). In the main the reasons for such a skewed selection are not given 
in the research papers. 
 
Most research into school marketing in Australia uses some form social semiotic 
qualitative research. This is directed toward understanding how marketing materials 
“construct schooling and its subjects – students, teachers, principals, parents, 
benefactors, and so on” (Wardman et al 2010). Following the scholarship of Kress 
and van Leeuwen (2001) and Fairclough (2006), marketing documents (and these are 
generally school prospectuses) are understood as socially situated and therefore 
reflective of the power structures within the broader society according to social 
semiotic, or critical discourse theories (Fairclough 1989, 1992, 2006; Gee 1990, 
2014).  
 
Symes (1998) discusses how marketing materials have increasingly become 
professional and visually appealing over time, moving from verbal to material forms 
of semiosis (pp.141-2). Much of the scholarship in this research space has similarly 
focused on the visual aspects of materials (Drew 2013; Meadmore & Meadmore 
2004; Gottschall et al 2010; Wardman et al 2010). However, research has also 
provided a more traditional linguistic analysis in considering how language constructs 
its audience by providing rhetorical devices to normalise the discourse presented 
(McDonald et al 2009). Although very much a mixed methods analysis, Windle and 
Stratton (2013) discuss how marketing materials construct neoliberal subjects 
understood as caring, ethical and ready to serve the community mostly from within 
the verbal text provided by these materials. 
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Virtually all Australian research is conducted directly upon the school materials 
themselves, rather than, for example, seeking to interview those who created these 
materials so as to understand their motivations; or the production choices made; or the 
influences from within their schools on the construction of these materials. An 
exception is Pini, McDonald and Bartlett (2016) who interviewed school marketing 
personnel. Nevertheless, this one exception shows how most of this research space 
has been unashamedly text based. 
 
This study is framed by sociological theories highlighting how neoliberal ideology 
feeds the symbolic construction of the subjects (Drew 2013; Gottschall et al 2010; 
Meadmore & Meadmore 2004; Symes 1998; Wardman, et al 2010) or from within 
feminist scholarship in noticing the gendered nature of identity representations of the 
students depicted (Gottschall et al 2010; Wardman et al 2010). 
 
Marketing	and	the	Commodification	of	Education	
 
Marketing is concerned with creating an idealised vision of schooling – one that 
speaks to our desires, rather than our reason (Williamson 1978). Elite schools have 
increased their reliance on marketing professionals (either as employees or as 
contractors). The language of ‘branding’ (Pini et al 2016; p.70) and the increasing 
commodification of education is understood as heightening the fetishisation of 
students such that the focus of much marketing is upon the kinds of students the 
school produces. Marketing efforts are expressly intended to help parents “envisage 
the type of girl their daughter is growing up to be” (p.65). Here the concentration is 
on image – in all senses of that word – so that the school’s marketing effort is not 
merely about promoting a positive image of the school, but similarly in “supressing 
negative images” (p.70).  
 
A similar point is made by Bonnor and Caro (2007) that, “Along with competition 
come the need for every product and service to present itself in the best possible light 
to its potential customers” (p.171). McLeod and Yates (2003) reiterate this same 
theme when they asked students what they thought was the main message they 
received from their school, and students told them,  
 
the one message that schools foregrounded: not ‘learning,’ not ‘being a moral 
person,’ not ‘being a good citizen,’ not even ‘ambition’ or ‘success’ or 
‘hardwork,’ but rather the performance of being well-behaved advertisement 
for the school (p.55). 
 
The commodification of everything within society has been a theme of sociology 
since Marx (1992) – various processes connected with the ‘neoliberal cascade’ 
(Connell 2013) of policies beginning in the late 1970s have pushed schooling from a 
social to a positional good (Lingard 2000) focused on outputs from the system rather 
than inputs to the system (Marginson 1997), and in particular measurable outputs 
(Lingard 2010). Children and education have faced the brunt of this fetishisation 
(Beber 2009; Bonnor & Caro 2007, 2011; Kenway & Bullen 2001; Norris 2011) as 
schools are increasingly forced to position themselves as locations that produce 
graduates with the necessary attributes and skills to succeed in an increasingly 
precarious and uncertain world (Bauman 2004b, 2007; Beck 1992; Brown, Lauder & 
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Ashton 2011, Kusnet 2008). This uncertainty has been precipitated by the decline of 
the middle class (Ball 2003; Brown et al 2011) where,  
 
the odds of a student in the middle classes making as much income as his or 
her parents are 2 to 5; the odds of the top 5 per cent becoming as wealthy as 
their parents are over 90 per cent (Sennett 2014, p. 134).  
 
Commodification implies marketing and as the necessity to market schools has spread 
across the field, all schools are compelled to adopt market focused strategies. 
 
The increasing need for credentials for vocational success has forced the middle 
classes in particular to redouble their investment in education (Brown & Hesketh 
2004; Brown et al 2011), but within a game that is already rigged against them, as 
each increase in time needed to gain credentials increases the potential for the self-
elimination and the subsequent justification of the system as a system of merit, rather 
than class reproduction – as Bourdieu and Passeron (1990) say,  
 
It is always at the cost of expenditure or wasted time that the educational 
system legitimates the transmission of power from one generation to another 
by concealing the relationship between the social starting point and social 
point of arrival of the educational trajectory (p.209).  
 
Here the commodity that is being purchased from the system of education is measured 
in the expenses in time, money, but most importantly in the dispositions and habits 
already possessed by dominant classes, disposition untaught by schools that perform 
“the function of legitimating the social order” (p.205) both to those with and without 
those classed habits. Not only does the education one can afford (in all these senses) 
impact the value of such an education, but it also goes to legitimate the perceived 
merit of such a system (Hayes 2012). 
 
Quasi-Markets	and	Myths	
 
Many researchers point to limitations in applying pure market paradigms upon 
schooling (Ball 2006a, b; Ball et al 2012; Campbell et al 2009; Feinberg 2008; 
Gewirtz et al 1995; Gorur 2013; Henig 1994; Hesketh & Knight 1998; Jensen 2013; 
Lynch & Morgan 2006; Smedley 1995). This has led to the use of the term ‘quasi-
market’ to allude to the limitations in the applicability of pure market theory to 
schools.  
 
In Jensen’s The Myth of Markets in School Education (2013), he points out that 
parents do not always act as purely rational economic agents when choosing schools 
for their children. That is, they are unlikely to take the academic scores achieved by 
the school as the sole measure of quality. A recent flurry of articles in the press (for 
instance, Age 2017; Mezzatesta 2017) go some way to justifying this concern. The 
articles point to middle class state schools and private schools discouraging students 
from sitting the exams necessary for them to receive an Australian Tertiary 
Admission Ranking (ATAR), because the results such students would likely achieve 
would drag down the schools’ average and therefore impact the school’s reputation.  
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Parents choose schools based on whether they believe their children will be happy 
there (Ball 2003, 2006b; Bonnor & Caro 2012; Jensen 2013; Smedley 1995), rather 
than upon averaged academic results (Ball 2006b; Smedley 1995). Jensen (2013) 
contends that true competition between schools is limited by what parents are likely to 
consider a reasonable distance to send their children to school – as Campbell et al 
(2009) point out,  
 
The rise of school choice options within the market of education is not really 
about creating new terrains for family or individual agency, since the most 
desired of choices, a high-quality local government school, is increasingly 
experienced as being unavailable. (p.26) 
 
The restriction of analysis of school marketing materials in the Australian education 
system to those produced by the most elite schools has limited the discussion of the 
social nature of schooling often to ways to understand the reproduction of neoliberal 
subjects in such schools (Drew 2013; Gottschall et al 2010; Wardman et al 2010; 
Windle & Stratton 2013). Comparisons across the school social system, and thereby 
leading to an understanding of how social class locations impact representations of 
students, schools, education and the relationality of such, are, by definition, unable to 
be asked.  
 
As	White	as	the	Driven	Snow	
 
Similarly, although, perhaps with less justification, little is said in Australian 
scholarship on questions of the representation of ethnicity in the analysed marketing 
materials. Marketing materials from the most elite schools are frequently very white, 
even in elite schools that can be shown to have a much broader ethnic student base 
given their statistics as reported on My School (ACARA 2016). The ideal body shown 
and constructed by these materials provide an Australian example of Goffman’s 
(1963) ‘unblemished male’,  
 
a young, married, white, urban, northern, heterosexual Protestant father of 
college education, fully employed, of good complexion, weight, and height, 
and a recent record in sports (p.128).  
 
This preference for images of people from Anglo-Saxon backgrounds is not limited to 
elite private school marketing materials, but is symptomatic of the Australian media 
more generally. Screen Australia (2016) found in their report Seeing Ourselves: 
Reflections on diversity in Australian TV Drama that,  
 
The cultural diversity of the Australian population is not currently reflected in 
the main characters in TV dramas. People of non-Anglo-Celtic background 
were represented in drama programs at just over half the rate that they are 
present in the population (p.3). 
 
Marketing	as	an	Orientation	
 
Although not strictly academic research, it is interesting to note the books that have 
begun appearing directed at assisting schools to marketing themselves (for instance, 
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Carroll & Carroll 2011; Lockhart 2010). These books seek to instruct schools on the 
benefits marketing provides and as such present readers with standard marketing 
theory (see for example, Hall 2015) as applied in school contexts (mostly in the 
United States). The focus is on schools branding themselves so as to differentiate 
themselves within the marketplace (Oplatka & Hemsley-Brown 2012), shifting their 
focus to customer relationships (p.393) and promoting themselves in relation to how 
they are meeting the needs of their customers, such that,  
 
At the core of the market oriented school culture is the emphasis given to 
customer service (process oriented) rather than to academic achievements 
(results oriented) exclusively (Oplatka & Hemsley-Brown 2012, p.298).  
 
As such, marketing is seen as more than merely providing a means of advertising the 
benefits of a school to potential clients and thereby achieving public relations 
objectives, rather it is presented as an orientation that ought to change every aspect of 
a school’s relationship with its client base (Oplatka & Hemsley-Brown 2007). This 
includes how schools ought to direct their resources (Oplatka & Hemsley-Brown 
2012). 
 
Nevertheless, despite theorists of a market orientation approach stressing the positive 
benefits that such change in perspective from result to process orientation can 
achieve, they also note that school leaders often retain negative associations with 
marketing (Oplatka & Hemsley-Brown 2007, 2012). In fact, when confronted with 
feedback from teachers and principals who say they believe “education is 
incompatible with marketing”, Oplatka and Hemsley-Brown advise “the use of shock 
tactics” (Oplatka & Hemsley-Brown 20102, p.299), not unlike those discussed by 
Klein (2007). Such an imposed shock is justified because “teachers adhere to 
conservative values that are in accordance with the stable, non-competitive 
environment of schools” (ibid), an environment that is understood by the authors to 
have now disappeared. 
 
Market orientation defends itself from charges by principals and teachers that it is a 
form of advertising and is therefore inimical to the purposes of education (Oplatka & 
Hemsley-Brown 2007) by stressing that in focusing on client needs (and therefore on 
the school processes that best meet these needs).  A market orientation “is positively 
correlated with innovation; business profitability; increased sales; high perceptions of 
service quality – excellence; employees’ high levels of satisfaction and commitment; 
customers’ satisfaction, and brand loyalty” (ibid, p.294). The logic of the argument is 
that when schools shift their focus to meeting the needs of their client base, as defined 
by that client base itself, the schools will attract more students, as these clients will 
recognise that their needs are being met. As schools focus resources on skills and 
programs better suited to the needs of their client base, the schools thereby instigate a 
virtuous circle where ‘marketing’ is about finding the best ways to meet client needs 
and simultaneously of informing clients that the school is meeting those needs. 
 
If this were the case, then the likely content of a market oriented school’s marketing 
materials would be at odds with the predictions that have been made by other 
researchers in the field concerned with how schools market themselves and how 
regimes of school choice impact that marketing (Ball 2003; Blackmore 1992, 1999; 
Gewirtz et al 1995; Lubienski 2008). The predictions of the market orientation model 
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are that schools will come to an understanding of their likely student cohort and direct 
their marketing and educational toward meeting those needs – other research finds 
effectively the opposite, that schools seek to appeal in their marketing to high value 
students, regardless of the overall composition of the school. 
 
Schools	and	Incentives	
 
Research has repeatedly stressed that not all parents are active choosers (Brantlinger 
2003; Brighouse 2008; Ball 2003, 2006b; Gewirtz et al 1995; Henig 1994; Lareau 
2003; Lubienski 2008; Lubienski, Linick & York 2012; Reay 1998). As such, there is 
no incentive for schools to market to that section of the community that will (or will 
not under any circumstances) choose their school. It makes sense that schools would 
only market themselves towards parents likely to make an active school choice. And 
research has overwhelmingly shown that such parents are middle class – what Ball 
refers to as ‘cosmopolitans’ (Ball 2006b, p.167) and which he contrasts with working 
class ‘locals’ (ibid p.162). Similar patterns have been found by other researchers 
(Brantlinger 2003; Lamb 2007; Lareau 2003; Teese 2011). 
 
The	Choosers	and	The	Chosen	
 
Another aspect of school choice that does not jell with the market orientation model is 
summed up by Campbell et al (2009) when they say, “The market is not free, and the 
freedom to choose is not the same as the privilege of being chosen” (p.182). The point 
being that schools are not merely active in seeking to attract students, but they want to 
attract the ‘right’ students. As Gewirtz et al (1995) make clear, the schools in their 
sample were keen not to become known as attractive to students with special needs, 
and thus their marketing materials similarly avoided discussions of their special needs 
programs. Similar conclusions have been made by other researcher that school 
marketing is directed at the concerns and desires of middle class parents, regardless of 
the composition of the school population (Ball 2003; Bonnor & Caro 2012; Lubienski 
2008; Lubienski, Linick & York 2012; Smedley 1995). 
 
The conclusion coming from this research is that schools seek to attract children that 
are the cheapest to educate, while also being the students most likely to improve a 
school’s standing on high stakes tests, and therefore the students also most likely to 
improve the school’s marketability to similar students. As Bonnor & Caro (2007) say: 
 
This won’t be news to school principals who often try to maximise enrolment 
of advantaged students to increase their school’s advantage, using whatever 
discriminators can be wheeled into place to capture the middle class.  Given 
the private schools charge fees, their ability to ‘select’ a majority of students 
from more advantageous backgrounds becomes obvious, and lies at the heart 
of the difference between public and private schools (p.69). 
 
This is similar to UK (Hesketh & Knight 1998) and US (Lubienski 2007) research 
that found, “competitive incentives intended to improve education for the most 
disadvantaged students are instead inducing some schools to avoid such students, 
targeting better performing students” (p.120). A situation where “schools are not 
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passive recipients of parents’ choices; they actively determine the parameters of 
choice” (Lynch & Morgan 2006, p.225). 
 
The	Homogeneous	Ideal	Student	and	the	Blandness	of	Branding	
 
The argument here could be summarised as all schools are seeking to attract students 
with the academic habitus (Bourdieu & Passeron 1990) that makes school success, if 
not inevitable (Power, Edwards, Whitty & Wigfall 2003), then certainly highly likely 
(Teese 2011). Marketing efforts are directed at attracting students defined in terms of 
the social class, ethnicity and genders most likely to succeed – with White, middle 
class, girls being particularly attractive to schools (Youdell 2006, 2011).  
 
Since all schools are seeking to attract the same students, their marketing is likely to 
all look very much the same (Ball 2003; Bonnor & Caro 2012; Gewirtz et al 1995; 
Lubienski 2008; Lubienski et al 2012; Smedley 1995).  
 
Whilst this is a strong thesis and one that has much to support it in terms of the focus 
of marketing research on schools across the social class spectrum, including research 
using content analysis (Lubienski 2008; Smedley 1995), it does imply that in terms of 
school marketing, issues of the composition of schools will have no impact on these 
market efforts themselves. 
 
Does	School	Social	Location	Have	No	Impact	on	School	Marketing?	
 
This conclusion stands in contrast to other research and sociological perspectives that 
stress that the social position a school finds itself within is likely to impact on all 
aspects of the school’s behaviour (Anyon 1980, 1981, 2011, 2014; Apple 2001, 
2012a, 2012b; Ball 2006b; Ball et al 2012; Bernstein 1977a; Bourdieu & Passeron 
1979, 1994; Brantlinger 2003, 2008; Byrne 2009; Campbell et al 2009; Connell 1977, 
2000; Connell et al 1982; Fairclough 1989; Foskett & Hemsley-Brown 2001; Francis 
2000; Gaine & George 2005; Gillborn 2008; Johnson, Farenga & Johnson 2007; 
Lamb 2007; Lareau 2003; Lingard et al 2009; McLeod & Yates 2006; McNamee & 
Miller 2013; Mills & Gale 2009; Nash 2010; Ravitch 2010; Reay 1998; Reay et al 
2011; Reid 2003; Reid & Thomson 2003; Renshaw 2004; Rizvi 2014; Stoll 2013; 
Tauber 1997; Teese 2000, 2011; Teese & Polesel 2003; Thomson 2002; Walkerdine 
1998; Watkins & Nobel 2013; Weis 1990, 2004; Weis et al 2014; Wyn & White 
1997; Yates 2001; Youdell 2006, 2011).  
 
This body of research (which is in no sense homogeneous, as it starts from distinctly 
different premises and comes to vastly different conclusions) is held together by 
notions that different groups within society have significantly different needs that they 
hope to have satisfied from education. Frequently, this body of research focuses on 
the reproductive nature of education. However, it also frequently acknowledges that 
the reproductive processes of education are hidden from observers as part of the 
natural order of things (Foucault 1972, 2002).  
 
That is to say, at the risk of labouring the point, education does not only offer 
possibilities for the production of social advancement and advantage, but it also 
reproduces social disadvantage (Margolis et al 2001; Teese & Polesel 2003). This is 
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often misrecognised (Bourdieu & Wacquant 1992), not least because the intent of 
those involved in education is much more likely to be motivated by aspirations for the 
creation and expansion of circumstances that produce advantage, rather than to those 
that reproduce disadvantage. As such, this intent can often hide the myriad ways in 
which schools have the opposite effect. 
 
Hidden	Curriculum	and	Merit	
 
The hidden curriculum responds to social stereotypes (Schauer 2006; Steele 2010) 
and classed taste (Bennett, Savage, Silva, Warde Gayo-Cal & Wright 2009; Bourdieu 
1984). Bourdieu’s notion of Doxa, that there are concepts we think with rather than 
about (Bourdieu & Wacquant 1992) is useful in this context. We rarely think outside 
the structuring concepts used to organise reality (Foucault 1972; Lakoff 1987, Lakoff 
& Johnson 1980), and so how such concepts go to providing advantages to certain 
social positions while disadvantaging others is frequently attributed to the naturalness 
or inevitability of the situation itself, a kind of manifest destiny (Bourdieu & Passeron 
1979, 1990). What ought to be perceived as advantage is misrecognised as merit 
(Bourdieu & Passeron 1979, 1990; Hayes 2012; McCallum 1990; McNamee & Miller 
2013).  
 
The stereotypes associated with entire groups of people (social classes, genders, 
ethnicities) do not merely constrain how the advantaged go about perceiving the 
disadvantaged (Du Bois 2007; Gillborn 2008; hooks 1994, 2000, 2004, 2010, 2015), 
but more insidiously, how the disadvantaged understand their own situation. As 
Sennett (2014) says, “people are bruised by their chains” (p.56). Social stereotypes 
not only constrain how others might think of an individual, but also how that 
individual thinks of themselves (Steele 2010; Youdell 2006, 2011).  
 
Feminist theory has similarly stressed the structuring power of stereotypes in defining 
the behaviours associated with those with power as being normal and those without 
power as being aberrant (Kenway, Kraack & Hickey-Moody 2006b; Kenway, Willis, 
Blackmore & Rennie 1998; Kenway, Willis, Nevard 2004). That this impacts the 
choices available for girls within the schooling system has also been repeatedly 
shown (Butler 1999, 2005; Fraser 1977; Kenway 2004).  
 
Stereotypes are powerful things and we too often think with them rather than about 
them and the impacts they have. As such stereotypes do much to structure how we 
understand social phenomena and individuals within these phenomena, both in terms 
of individual agency and in terms of natural predispositions (Steele 2010). 
 
Marketing and advertising rely both upon the manipulation of already understood 
social knowledge (Goffman 1979; Hetsroni 2012; McAllister & West 2013; Rodgers 
& Thorson 2012; Williamson 1978), but also of desires (Berger 1973; O’Barr 1994; 
Schoeder 2002; Williamson 1978) and these desires are constructed from within our 
position within society (Baudrillard 1998; Bauman 2004, 2007).  
 
Commodities are increasingly used to define who we are and how we would like to be 
seen (Baudrillard 1998; Bauman 2004a, 2007). As Bourdieu (1993) says, “Agents 
spend their lives classifying themselves by the mere fact of appropriating objects that 
are themselves classified” (p.57). The increasing marketization of education implies 
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that education must also increasingly be viewed as a commodity (Connell 2013; 
Kenway & Bullen 2001; Lingard 2000) and this shift facilitates another from 
education as a social good, to a positional one steeped in desire.   
 
Discipline	and	Identity	
 
Jean Anyon’s (1980, 1981) research provides a key theoretical lens for this research. 
She provided an understanding of how a hierarchy exists so that students from the 
lowest socioeconomic classes face the most severe forms of discipline at school. And 
this was true despite all five schools she visited being mandated to follow an identical 
curriculum. She presents this as matching the roles they are likely to play in later life 
in the employment market. 
 
The differences experienced by students in these various schools could be understood 
as “tacit preparation for relating to the process of production in a particular way” 
(Anyon 1980, pp.89-90). Here what is most apparent are the differing forms of 
discipline students experience according to the social class locations of the schools 
they attend. The strictest, most arbitrary and externally imposed discipline fell upon 
the students attending the working-class schools.  
 
The schools further up the social class ladder provided vastly different expectations 
for their students in terms of discipline. Manifest self-discipline was the expected 
hallmark for students attending these schools. This is similarly noted by Thomson 
(2002), in quoting a newspaper article referring to a teacher in a selective high school 
in Australia, “as saying that in eleven years at the school she had never once had to 
raise her voice” (p.47). 
 
Other research has found these same gradients in schools and how they are expected 
to either impose discipline or can expect student self-discipline, and not only in terms 
of social class, but also in relation to the student gender (Gaine & George 2005; Kane 
2011; Kenway et al 1998; Lingard et al 2009) or in terms of student ethnicity (Arber 
2008; Watkins & Nobel 2013; Rizvi 2014; Stoll 2013; Youdell 2006, 2011). Even 
when all schools appear to say they provide strict discipline to their students, this can 
often mean very different things in different locations. For instance, Connell et al 
(1982) say,  
 
Many other working-class parents also contrast the slackness of the present 
day with the firm discipline, and enforced respect for adults, they experienced 
as children themselves. Ruling-class parents often raised the issue of discipline 
as a key reason for their preference for private schools. (Connell et al 1982, 
p.108) 
 
As they had already explained in relation to the experience of schooling by working 
class parents themselves,  
 
The parent who is bitterly regretful in retrospect about having dropped out of 
school at thirteen, is still very likely to blame him or herself, not the school as 
an institution. ‘The alternative’, then, is not something different in quality but 
more of the same – maybe four or five years more – to supply the knowledge 
that the last generation missed out on. (Connell et al 1982, p.60) 
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That is, the system that failed working class parents, often due to the arbitrary and 
excessive discipline imposed upon them, creating a system that virtually mandates 
resistance as a dominant theme (Anyon 1981; Weis 1990, 2004), is then seen as the 
only alternative for their own children. That such externally mandated discipline not 
only limits students abilities to learn, but also provides a disposition to learning that is 
likely to hinder continued access to education, is the tragic hidden consequence 
(Bourdieu & Passeron 1994). 
 
The parents sending their children to private schools, are also likely to stress that such 
environments are more disciplined, but they are unlikely to expect that private schools 
will be (or should be) more disciplining – quite the contrary, they are likely to expect 
that students in these schools will be self-disciplined due to their social habitus 
(Bourdieu & Passeron 1979, 1994) and therefore not require externally imposed 
discipline as a constant feature of school life.  
 
The flight from government to private schools (Lamb 2007; Teese 2011, 2016) is 
similarly matched by the white flight to private schools documented by Ho (2011) and 
the gendered flight that has always been a feature of the Australian state education 
system (see Smedley 1995). As such, intersectional expectations of the forms of 
discipline that need to be applied upon the bodies of students attending various 
schools differ according to the three axes of gender, class and ethnicity. This then 
becomes a key feature of social understanding and lived experience of the students 
attending schools in these various social locations (Youdell 2006, 2011). 
 
In sum, then, Australian research has used social semiotics as its main method of 
analysis of school marketing materials, however, since it has limited its inquiry to the 
marketing efforts of elite private schools it has not been able to consider how social 
class in particular, but also ethnicity of school populations, impacts on the content of 
school marketing materials. International research has often used content analysis, but 
has focused on how these materials often look much the same as each other due to all 
schools seeking to attract the same high value students. 
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3.	School	Marketing	Materials	and	Mixed	Methods	
 
As Mills (2001) makes clear, the methods one chooses to conduct research depend on 
the questions one is seeking to answer. Nevertheless, any research project is an 
iterative process, where the research question itself changes as data is collected and 
analysed, and where the question is modified in turn as the limitations imposed by 
available methods and data become clearer. Such has been the story of this research. 
 
The research question at the heart of this thesis is: Do all schools provide identical 
marketing materials regardless of the social class, gender or ethnicity of their 
students?  
 
When put in such stark terms the answer would appear to be a resounding no. 
However, as discussed in the previous chapter, it must be remembered that most 
research into school marketing has either not investigated the impact of these three 
sociological variables on how schools market themselves, or, when it has, concluded 
little or no difference is evident due to these factors.  
 
An exception has been in terms of the gender composition of schools (Gottschall et al 
2010; Wardman et al 2010) – but here the research has been limited to elite all-girl or 
all-boy schools, and therefore has not considered how the social class location of 
schools impact their marketing, if the overall proportion of students from language 
backgrounds other than English at the schools has any impact on how girls are 
depicted, nor how varying proportions of boys to girls in co-educational schools 
might do the same. Even in the independent sector single sex schools are increasingly 
becoming the minority of all schools (Hughes 2016), and so the marketing efforts of 
such schools could be viewed as providing an extreme case even in the elite sector. 
 
The point is that although much of the research to date has focused on the sameness 
of the marketing efforts of schools regardless of social location, this goes against the 
core notion of marketing. As Schoeder (2002) says, “Market segmentation based on 
consumer identities is a hallmark of marketing strategy” (p.14). 
 
Mixed	Methods	
 
To seek to understand the role of school marketing materials these materials must first 
be understood within their social context (Fairclough 2003, Gee 1990) so as to gain 
some prospective of the role they are playing in that context. These materials are not 
generated ex nihilo, but serve complex social purposes and because they operate as 
part of a field, each influences the production of the others.  
 
Mixed methods research, as the name implies, attempts to confront the complexity of 
the world by addressing this complexity using a variety of methods, both quantitative 
and qualitative (Mason 2006). Here one approaches a topic with a variety of lenses 
and thus is able to bring into focus different aspects of the subject.  
 
Methods are tools with which we can interrogate social relations (Foucault 1984). 
This research has used content analysis to provide data on aspects of this analysis that 
depend on understanding how frequently certain categories of people are shown and 
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what they are shown doing. As Rose (2001) makes clear, a content analysis, in 
showing what is and is never shown, can provide a powerful light on social practices. 
But rates and instances of social interactions can only tell us so much. Here more 
abstract forms of discourse analysis provide further illumination. 
  
Parental	Expectations	of	the	Discipline	Needs	of	Student	Groups	
 
Much of the research that has been conducted into school populations that vary in 
terms of the composition of students from groups other than middle-class children 
(see, for instance, Brantlinger 2008; Reay et al 2011; Thomson 2002; Yates 2001, 
2012; Youdell 2011); has stressed how these schools often focus ensuring the school 
imposes strict forms of discipline on students. Research (Connell et al 1982, Kenway 
& Bullen 2001; Thomson 2002) frequently makes it clear that this is the form of 
discipline parents expect and desire to be manifest in such schools. 
 
If a working-class school is seeking to attract middle-class parents, and therefore their 
high-value students (Bonnor & Caro 2012), it would be reasonable to expect the 
school to need to address the concerns middle-class parents are likely to hold 
regarding a school with large groups of students stereotyped as being uninterested in 
school work and requiring strict discipline so as not to prove disruptive (Ball 2003; 
Ball & Gewirtz 2010; Raey et al 2011). If marketing is about anything, it is about 
perception management (Hall 2015), and so schools known to have large proportions 
of students that parents perceive as lacking discipline would be ill-advised to ignore 
this perception in their marketing materials.  
 
Furthermore, decades of research has shown that that, consciously or not, schools play 
a significant role in reproducing social advantage and disadvantage across the three 
axes of gender, class and ethnicity (see, for example, Bernstein 1977 a, b, c; Bourdieu 
& Passeron 1990; Connell et al 1982; Walkerdine 1998; Youdell 2006). If a hidden 
curriculum exists between schools, that is, even only in terms of the stereotypical 
expectations that parents hold concerning forms of discipline required by various 
groups of students, then the social location any school finds itself (given the 
proportions of such stereotyped students attending the school) and therefore within 
the field of all schools (Bourdieu 2005), should be expected to impact on what the 
schools choose to highlight in marketing.  
 
The	Obviousness	of	the	Hidden	
 
Such a ‘hidden curriculum’ may only be apparent when one looks for it, that is, it may 
be ‘hidden in plain sight’ (Margolis et al 2001, p.2) – or rather, such prejudices and 
stereotypes may only become obvious once one looks for their effects, being 
otherwise hidden by our unconscious expectations (c.f. Bourdieu’s symbolic violence 
Bourdieu & Wacquant 1992) as “the knowledge we think with but not about” 
(Bauman 2014, p.171). 
 
A major contention of this thesis is that schools will respond in their marketing 
materials to the expectations of parents and in particular in how they represent forms 
of discipline (Foucault 1995). The differences in how schools market themselves will 
be apparent in the ways they make it clear how they will maintain discipline.  
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An apparent paradox opens here – what is being looked for is both hidden and 
obvious (Margolis et al 2001). Nevertheless, this assertion has proven important to 
how this research has been conducted. It has directed the selection of methods and the 
expectations of what these methods will reveal.  
 
Qualitative	Research	in	both	Visual	and	Verbal	Texts	
 
This research is seeking to uncover the differences that exist between the marketing 
materials, that is the publically available documents, websites and online short videos 
that are defined by the three sociological axes of ethnicity, class and gender.  
However, school marketing materials do not represent a single genre. For instance, 
both videos and prospectuses have been selected within this sample from the various 
schools. This fact alone means no single method could be employed in interpreting 
these materials (Kress & Van Leeuwen 2001). Furthermore, virtually all such 
materials are composed of both visual and language elements. The history of research 
into multimodal materials (for example, Barthes 1977; Kress & Van Leeuwen 2001; 
Fairclough 2006) is relatively short, but often applies that different methods are 
required for the analysis of these different elements of texts, even if frequently then 
synthesising these to make sense of the analysis (see for example, Fairclough 2003; 
Rose 2001).  
 
Van Leeuwen (2008), drawing on Berger (1973) makes the distinction between the 
role of word and image in texts clear when he says, 
 
In many contexts of communication, the division of labor between word and 
image is more or less as follows: words provide the facts, the explanations, the 
things that “need to be said in so many words”; images provide interpretations, 
ideologically colored angles, and they do so not explicitly, but by suggestion, 
by connotation, by appealing to barely conscious, half-forgotten knowledge. 
(p.136) 
 
 
Understanding images, particularly images associated with advertising (Schroeder 
2002), is impossible without an understanding of the social stereotypes being enacted 
by those images (Goffman 1979). The process of “Decoding images – advertisements, 
photographs, paintings, films – begins with a personal understanding of symbols, 
conventions, and stereotypes” (Schoeder 2002, p.37). 
 
As such, an analysis of this range of materials and their varying textual forms required 
the application of multiple methods. Mixed method research is becoming a key 
feature of qualitative research more generally (Morse & Niehaus 2016), however, 
whether the research reported here could properly be called ‘mixed methods’ is an 
open question. In this study multiple qualitative methods have been applied to the 
selected marketing materials, even if overall these methods could be categorised as 
critical or social semiotic discourse analysis (Kress & Van Leeuwen 2001, Van 
Leeuwen 2008). 
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How	Much	Difference	Makes	a	Difference?	
 
Answering the research question has depended upon finding a suitably broad range of 
school marketing materials able to illustrate any differences that exist between 
schools once they have been ranked in terms of their social class, or the proportions of 
students from language backgrounds other than English, or the student gender mix at 
the schools. As will be discussed at more length later in this chapter, such differences 
– and therefore ways in which to categorise schools according to these three axes – 
have proved anything but self-evident.  
 
For instance, when the materials were selected, schools were grouped into the school 
sectors used to differentiate schools by the Victorian government (DET 2016). That 
is, schools were grouped according to whether they belonged to the government, 
Catholic or independent school sectors. To gain as broad a sample of schools as 
possible, an attempt was made to obtain marketing materials representing 
approximately 5 per cent of all schools in each of these sectors (McCandless 2014).  
 
However, it was only after reading Jean Anyon’s (1980, 1981) research (over two 
years into this research project) that the flaw in such a grouping became apparent. 
That is, schools with students representing very different social classes had been 
grouped together by this classification – and therefore the patterns hoped to be 
uncovered by this research (particularly in terms of social class) were being hidden 
because elite and non-elite private schools, and above average and below average 
government schools, were being grouped in single categories.  
 
Similar problems exist in terms of deciding what proportion of girls attending a 
school might impact on how a school markets itself. A rather arbitrary line – at 47 per 
cent girls in the school – has been chosen. There is no research asserting that this is 
the point at which schools become sensitive to having ‘too many’ boys, it is also not 
immediately clear that a school with 46 per cent girls will market itself in ways likely 
to be different to how one with 48 per cent girls does – nonetheless, lines need to be 
drawn and, as will be seen, 47 per cent can be justified. 
 
Ethnicity, and its impact on how schools market themselves, proved the most difficult 
student characteristic to define numerically, although this has been asserted elsewhere 
(Ho 2011). The only figures available concerning schools in terms of the proportion 
of students from non-English speaking backgrounds came from the My School 
website (ACARA 2016). When delimiting the sources of publically available data, 
finding a fixed percentage of students from language backgrounds other than English 
(LOTE) that might operate as a marker for when schools would adjust their marketing 
efforts to accommodate stereotyped views of such students has proved impossible. 
The problem is that language background per se is too general to say anything about 
the actual ethnicity of students and therefore about the stereotypes that might be 
associated with them. That is, the stereotypes associated with students of Chinese 
background are nothing at all like those associated with students of Somali 
background. However, the figures of LBOTE students attending a particular school 
tells us nothing about whether these students are mostly Chinese or mostly Somali. 
Gaining other data that would make this clear is outside the scope of this study. 
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Content	Analysis	as	Structured	Immersion	
 
Rose (2001) and McDonald et al (2012) suggest that data analysis begin with an 
immersion in the materials. Such an immersion in these texts has been achieved by 
engaging various forms of content analysis (Bock et al 2011; Rose 2001) – that is, 
deciding on categories to use to interrogate these materials and then becoming 
immersed in the content of these materials. This process proved to also have been 
iterative, as an increased familiarity with the materials provided new categories with 
which to interrogate the materials. 
 
From	Content	Analysis	to	Social	Semiosis	
 
Both generating data and long term immersion in data are important phases in any 
research project, but such on their own do little to provide answers to research 
questions. As such, some form of analysis is necessary to provide an interpretation of 
the data collected. In this study this began by organising the data so that it became 
clear how the sociological axes discussed above might impact the content of these 
materials. The methodological assumption here was that since Victorian schools are 
organised according to a hierarchy (Kenway & Bullen 2001; Teese 2007) and since 
parental choice of schools is likely to be also influenced by this hierarchy, 
understanding the relationships within these hierarchies (in terms of gender, social 
class and ethnicity of students) ought to provide insights into any differences in 
marketing materials found between schools. This is the point of a critical discourse 
analysis (Fairclough 1989, 1992, 1995, 2003, 2006; Gee 1990, 2014; Hodge & Kress 
1988; Kress 2003; Kress & Van Leeuwen 1996, 2001; Romaine 1994; Rose 2001; 
Stubbs 1983; Teubert 2010) in that, the relationships being investigated have been 
understood as power relationships based on social position. 
 
Content	Analysis	
 
A concern with the limitations of content analysis as it applies to historical research is 
expressed by Margolis and Rowe (2011): 
 
There are two weaknesses of content analysis as a tool for analyzing historic 
photographs. The accuracy of this technique depends on the ability of the 
sample to represent the total population, and is extremely sensitive to 
misinterpretation because of sample bias due to the inability to identify or 
have access to the entire population, and the likelihood that some images are 
more likely to be chosen than others (p. 349). 
 
What is said here for historical photographs applies equally to other collections of 
texts assembled for analysis such as has been done in this study. Nevertheless, the 
sample of schools (31) from which marketing materials were obtained, when 
compared with the total number of primary-secondary and secondary schools (DET 
2016) in Victoria (572 schools) is over 5% of these schools. This would seem to 
provide a trustworthy sample.  
 
Content analysis provides a positivist means of analysing texts (Rose 2001) which can 
imply that the analysis is understood to be more ‘objective’ (and therefore somehow 
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more trustworthy) than other qualitative forms of analysis (St Pierre 2013). However, 
content analysis is highly dependent on the categories used to interrogate texts. 
Furthermore, the frequency and occurrence of instances of content may have little to 
do with their significance (Margolis & Rowe 2011). It may also be the case that since 
content analysis interrogates the image itself, paying no attention to either the site of 
production or to how audiences receive such images (Bock et al 2011; Kress 2003; 
Kress & Van Leeuwen 2001; Margolis & Rowe 2011; Rose 2001), the analysis may 
be missing precisely what would otherwise be the key site of understanding the 
significance of the image or text.  
 
Content analysis, per se, does not need to remain restricted to a positivist paradigm 
(Charmaz 2006; Clarke 2005; Margolis & Rowe 2011). In fact, it is difficult to see 
how any analysis of texts could occur without some form of analysis of their content. 
The benefit of a content analysis is that one is making explicit the categories used to 
interrogate the text. Nevertheless, the limitations of content analysis need to be 
acknowledged. Australian research rarely articulates how (or even whether) the 
content analysis performed has systematically engaged that content or, more 
generally, the nuts and bolts of this process. 
 
In	Defence	of	Critical	Discourse	Analysis	
 
Social semiotic and critical discourse theories are concerned with uncovering the 
underlying power relations that enliven texts (Fairclough 1989, 1995; Hodge & Kress 
1988; Rose 2001). Such methods have been criticised in Filming the Black Box 
(Catteeuw et al 2005), where these methods are referred to as Hineiminterpretierung 
(p. 212) – that is, the researcher reading their already existing prejudices into the 
materials being analysed. As the authors say, “There are many fewer things on this 
earth than our philosophy leads us to believe” (p214, italics in original). While this is 
hardly a seminal text within the literature, the criticisms of a discourse analysis of 
school texts provided by this article challenge many of the methods used in this thesis.  
 
As such, the Catteeuw et al’s critique is significant for this thesis, since many of the 
methods cast aside as worthless in Filming the Black Box are central to how this thesis 
interrogates the content of the selected marketing materials. These methods include, 
for instance, how photographers’ use of depth of field so as to place a value system 
upon the subjects, whether students are shown as serious, smiling or laughing (which 
Catteeuw et al believe to be merely an expression of the taste of the photographer), 
what is left out of the selected images, or whether the images are natural or staged. 
The authors go so far as to say that all such formal techniques and concern over the 
content of images are mostly confusions, given that the images present to the viewer 
something that has existed, that is, in real classrooms (p.212). Tagg’s (1993) or 
Sekula’s (1981; 1986) extensive discussions on why images never present 
unproblematic windows upon reality is relevant here. There are senses in which this 
thesis could be viewed as an extended refutation of Filming the Black Box. 
 
Catteeuw et al’s criticisms are based on their ideological commitments (Althusser 
1971; Van Leeuwen 2008 – as quoted above) that only verbal semiosis is possible, 
something they say as much themselves, for instance, while explaining that having 
gained access to film and photographs of schools they “quickly realised that this did 
not teach us much more than we already knew” (Catteeuw et al2005, p.204). That is, 
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these authors saw naturalness in the images, were others might see a hidden 
curriculum of social positioning and oppression. That they might then conclude that 
others imposed their own already formed views upon these materials is a step too far. 
The authors believe that the historical images and films they located, and then 
discarded, where of so little use to them that they “finalise our research exclusively 
from written sources” (ibid). Such ideological positioning ends discussion rather than 
promoting it. This thesis presents how the content of marketing materials (both visual 
and verbal), when structured according to the various social axes (gender, ethnicity 
and class) show that seemingly formal decisions by schools or photographers in fact 
illuminate the implied discipline necessary given the characteristics of a school’s 
student cohort. 
 
Content	Analysis,	Categories	and	the	Naturalness	of	Images	
 
As has been discussed, the categories used in research open the field of enquiry, but 
they also limit what we can expect find (Lakoff 1987) – something that remains a key 
theme of Grounded Theory (Charmaz 2006; Clarke 2005). Catteeuw et al’s belief that 
there could be no selection bias in the choice of images representing schools 
confirmed the authors’ view that analysis of the images could provide no insights that 
could not be made more readily by the written text. 
 
A large body of theory exists that calls into question the naturalness of the 
photographic image (Barthes 2006; Barthes & Heath 1977; Berger & Garrow 2011; 
Bourdieu 1990b; Elkins 2011; Emerling 2012; Margolis 1994, 1998, 1999; Rose 
2010; Sekula 1981, 1986; Sontag 1977, 2004; Tagg 1993, 2009). Images are not 
merely windows upon reality, but constructed to represent an understanding of that 
reality (Tagg 1993) and used as such to illustrate that reality. How they are viewed 
and their subsequent meaning say as much about the viewer as the content of the 
image itself (Berger 2009). Something made all too painfully clear in Berger & 
Garrow’s (2011) reinterpretation of US Civil Rights photographs, for instance. 
 
An underlying assumption pursued by this thesis is that, “Vision happens in culture” 
(Schoeder 2002, p.7). 
 
Theory	and	Interpretation	
 
The aim of this thesis is to consider the content of these school marketing materials 
(both in their verbal and visual aspects) in the light of sociological research concerned 
with schools as it pertains to class, gender and ethnicity. If the themes identifiable in 
that body of research help to make sense of the patterns found in the data obtained 
from an analysis of these materials, then this ought to go some way to understanding 
the role marketing materials play and how marketing materials respond to the 
hierarchies that exist in the school marketplace. 
 
Texts are not infinitely malleable, and patterns discerned in texts, by content analysis 
or critical discourse analysis, need to be understood in reference to the body of theory 
used to understand the social context schools and the materials produced are located 
within (Bourdieu 2005).  
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For this reason, the thesis has sought to ground its analysis (and therefore the 
categories it uses to interrogate marketing materials) within the concerns highlighted 
by educational sociology, particularly in terms of class, gender and ethnicity.  
 
Just	a	Brochure	
 
There is a pervasive belief that school marketing materials are ultimately an 
ephemeral frippery (Schoeder 2002), as parents make limited use of them to choose a 
school (Symes 1998; Smedley 1995) and that this is because parents know the 
information they provide is suspect, little more than a kind of advertising giving a 
distorted, and likely false, vision of what the school has to offer (Lubienski 2007; 
Lubienski &Feinberg 2008; Smedley 1995).  
 
Such a view ignores the fact that people also still buy Coke despite knowing it doesn’t 
‘add life’ (Williamson 1978). This thesis is concerned with how these materials 
represent the schools’ best guess at what parents find attractive in a school and how 
this varies across the social field schools operate within. 
 
School marketing materials, in offering an idealised vision of how the school would 
like to be seen, do so in relation to social stereotypes concerning how ‘educable’ 
certain classes of students are. In these terms, society has different expectations of the 
forms of education appropriate for these groups of students as defined by their 
ethnicity, gender and social class (Connell 2000; Connell et al 1982; Youdell 2006, 
2011). These expectations are rarely stated directly, nonetheless, in a hierarchical and 
deeply relational education system (Teese & Polesel 2003) schools are unlikely to be 
able to ignore their position within that hierarchy, or to ignore the expectations 
parents have of the forms of education available at the school.  
 
Selecting	Schools	
 
The selection of the school marketing materials was done in an attempt to gain as 
diverse a sample of schools across the three axes of class, gender and ethnicity as 
possible. This involved identifying schools from the Victorian Department of 
Education website across metropolitan Melbourne and Victoria more generally 
searching for school websites that contained with a prospectus or marketing video. If 
neither was found another school was selected and its website was searched. This 
process identified approximately 100 such marketing materials. From these the 33 
materials analysed in this research were selected so as to give a wide variety of 
schools in terms of their location, ICSEA score, and the proportions of boys to girls 
and students from language backgrounds other than English. Government schools 
from regional areas proved difficult to include, perhaps since these were the least 
likely to be in competition with other government schools and therefore had fewer 
pressures on them to directly market for students. When the schools were initially 
selected the decision to divide the schools into ICSEA groups had not been made. If it 
had been more schools would have been included in the NEPS grouping. 
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ICSEA	as	a	Proxy	for	Social	Class	
 
Social class is difficult to define (Entwistle 2012) and has frequently be used even 
without a clear definition (Apple 1995; Bernstein 1977a). While acknowledging these 
difficulties, researchers are loathed to ignore class as an organising category. For 
instance, in Making Modern Lives McLeod and Yates (2006) say: 
 
Class difference might be hard to pin down or categorically define. But in 
terms of studying the lived experiences of young people at school, it is hard to 
do without some shorthand concept that draws attention to the different ways 
young people who live in particular types of communities and families, with 
particular material resources and particular cultural orientations, encounter 
schools and begin to develop the routes of differentiated achievement and self-
belief that are visible in the databases about retention, participation in higher 
education, and the labor market. (p.162) 
 
Ideally, this research would have used the occupational background of parents to 
categorise the schools (see Anyon 1981) – however, that data is only available 
according to the Index provided by the Australian Curriculum, Assessment and 
Reporting Authority (ACARA 2016). 
 
ACARA’s website explains, “ACARA was established under Section 5 of 
the Australian Curriculum, Assessment and Reporting Authority Act (Cth) on 8 
December 2008. ACARA’s functions include development of national curriculum, 
administration of national assessments and associated reporting on schooling in 
Australia.” (ACARA 2017). ACARA has created a national curriculum to which 
student attainment can be measured in annual standardised tests known as NAPLAN 
tests of all students in Years 3, 5, 7 and 9. The results of these tests are made available 
on the My School website (ACARA 2016). 
 
The My School website (ACARA 2016) uses the Index of Community Socio-
Educational Advantage (ICSEA) to measure both an individual’s and a school 
community’s educational advantage. The My School website (ACARA 2016) makes it 
clear that it provides the ICSEA “to enable meaningful comparisons of National 
Assessment Program – literacy and numeracy (NAPLAN) test achievement by 
students in schools across Australia.” 
 
The Index achieves this by assessing how the:  
 
Key factors in students’ family backgrounds (parents’ occupation, school 
education and non-school education) have an influence on students’ 
educational outcomes at school. In addition to these student-level factors, 
research has shown that school-level factors (a school’s geographical location 
and the proportion of Indigenous students a school caters for) need to be 
considered when summarising educational advantage or disadvantage at the 
school level. ICSEA provides a scale that numerically represents the relative 
magnitude of this influence, and is constructed taking into account both the 
student – and the school-level factors. (ACARA 2016) 
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The scale places the average school in Australia at an ICSEA score of 1000. A school 
with an ICSEA score of 1100 is one standard deviation above the average school 
(only approximately 15 per cent of all schools have a score above 1100). In the 
sample schools analysed in this thesis the highest ICSEA score is 1177, nearly two 
standard deviations above the average Australian school.  
 
Similarly, a school with an ICSEA score of 900 is one standard deviation below the 
average school. The lowest scoring school in the sample of schools has an ICSEA 
score of 921, placing it at the top of the lowest quartile of all Australian schools.  
 
The ICSEA score is designed to enable a comparison of ‘like schools’. As many of 
the characteristics used to determine this score are relevant to socio-economic factors, 
this score is being used as a surrogate for the social class of the students.  
 
ACARA do not make clear how the various factors (parental occupation, parental 
educational attainment, geographical location and so on) go to construct the ICSEA 
score, nor do they clarify which occupations can be associated with the quartiles they 
provide on the My School website (ACARA 2016), despite ACARA providing a list 
of indicative occupations.  
 
The list of occupations provided is:  
 
• Senior management in large business organisation, government 
administration and defence and qualified professionals 
• Other business managers, arts/media/sportspersons and associate 
professionals 
• Tradesmen/women, clerks and skilled office, sales and service staff 
• Machine operators, hospitality staff, assistants, labourers and related workers 
• Not in paid work in last 12 months. 
(http://www.acara.edu.au/verve/_resources/Guide_to_understanding_icsea_values.pdf). 
 
As can be seen, there are four quartiles, but ACARA have provided five occupational 
groupings. 
 
Researchers have previously used a range of means to define the social class: by 
reference to the overall occupational backgrounds of the parents of the children 
attending these schools (see for instance, Anyon 1980; Lareau 2003; Reay 1998), by 
directly relating subjects to scales defining their socio-economic background (Teese 
& Polesel 2003), or by multiple factors including occupation and a groups 
relationship with the education system (Campbell et al 2009). Although such data 
rarely makes explicit the relationship used to link occupation to social class to group 
socio-economic or socio-educational advantage, it is clear that social class is one of 
the major factors used to compose these scales. 
 
The schools selected for analysis have been ordered in Table 1 according to their 
ICSEA score and according to whether a prospectus or marketing video has been 
analysed. As can be seen, an attempt has been made to make the sample as broad as 
possible across the ICSEA score range. 
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Grouping	Schools	
 
Schools have been grouped according to the ICSEA score and whether they are 
government or non-government (private) schools. Those schools that have an ICSEA 
score above 1100 (that is, greater than a standard deviation above the average school) 
are all private schools – and have been given a code EPS (Elite Private School). 
Those schools that have an ICSEA score of between the average school and one 
standard deviation above the average school while also being within the government 
sector have been given a code AAGS (Above Average Government School). Schools 
in the private sector that have the same range of ICSEA scores as the above average 
government schools have been given a code NEPS (Non-Elite Private Schools). The 
schools that have an ICSEA score below the average Australian school where all in 
the government sector and have been given the code BAGS (Below Average 
Government School). 
 
Table 1 provides the number of schools in each of these four groups and the average 
ICSEA (from the My School website ACARA 2016) for each group of schools. 
 
The schools analysed in this thesis have been de-identified and have been 
distinguished by their ICSEA score, whether they are government or non-government 
as shown in the three-to-four letter abbreviations discussed above.  
 
Table 1 School groups, number of schools per group and average ICSEA score 
School Group Abbreviation Number of 
schools 
Average ICSEA 
score for category 
Elite 
 
EPS 7 1159 
Above Average 
 
AAGS 11 1051 
Non-Elite 
 
NEPS 4 1041 
Below Average  BAGS 9 959 
 
Table 2 below is composed of three columns. The left-hand column shows the ICSEA 
scores of the schools analysed, the middle column indicates the schools in which a 
prospectus was analysed and the right-hand column the schools in a video has been 
analysed. The ICSEA scores have been colour-coded into rows to indicate if the 
schools are elite private EPS (blue), above average government AAGS (red), non-elite 
private NEPS (green) or below average government BAGS (orange). This colour 
coding has been used later in the thesis to identify text by school group. 
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Classifying	Schools:	Elite,	Non-Elite,	Above	Average	and	Below	Average	
 
As was mentioned above, the classification of schools into Catholic, independent and 
government meant that schools with different social mixes are grouped together (see 
McCandless 2014). Nevertheless, the division between government and non-
government schools remains useful, in the sense that these divisions are a common 
way people in Victoria refer to schools.  
 
As can be seen in Table 2 the Above Average Government and the Non-elite non-
government schools have similar average ICSEA scores and so service similar 
students by their socio-educational advantage. There is approximately one standard 
deviation between the average ICSEA score of the Above Average Government/Non-
elite school groups and both the Elite non-government and Below Average 
Government group averages. It is the opinion of this thesis that if differences exist 
Table 2 Sample Schools by ICSEA (Prospectus and Video) 
School Prospectus Video 
EPS1177 ü  
EPS1172  ü 
EPS1168 ü  
EPS1165  ü 
EPS1160 ü ü 
EPS1141 ü  
EPS1130 ü  
AAGS1092 ü ü 
AAGS1082 ü  
AAGS1075 ü  
AAGS1050  ü 
AAGS1047 ü  
AAGS1046  ü 
AAGS1038 ü  
AAGS1024  ü 
AAGS1008  ü 
AAGS1002 ü  
NEPS1082 ü  
NEPS1037  ü 
NEPS1032  ü 
NEPS1014 ü  
BAGS988 ü  
BAGS979 ü  
BAGS971  ü 
BAGS966 ü  
BAGS961  ü 
BAGS955 ü  
BAGS954  ü 
BAGS935 ü  
BAGS921 ü  
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between how schools market themselves based on social class, then one standard 
deviation in ICSEA score should allow for such differences to become apparent. 
 
From	School	Sector	to	ICSEA	Groupings	
 
Dividing schools into these four groupings should provide enough social distance 
between schools in terms of their educational and social advantages to make 
commonalities and differences in how they market themselves obvious, if such 
differences exist at all.  
 
Brantlinger (2003) asserts that if a society claims to be a meritocracy it must also 
sustain a myth that the educational opportunities available at any one school will be 
much the same as those available in any other – regardless of the overall social class 
mix of students attending these schools. Providing evidence that this is not the case 
constitutes the substance of a large part of her book. Brantlinger’s findings support 
the prior research of Anyon (1980, 1981) that students can expect very different 
educational experiences depending on the expectations schools have for the kinds of 
education (ultimately based on presumed employment futures) these students require.  
 
The lowest ICSEA schools and rural schools have been almost totally ignored in this 
schema. The problem has been that such schools are much less likely to use such 
marketing materials, presumably since they are often residualised schools (Lamb 
2007) or effectively local schools. All the same, this means that twenty-four of the 
schools sampled have an ICSEA score placing them above 1000 and only nine have a 
score meaning they represent half of all schools. 
 
Gender	and	Language	Background	Other	than	English	
 
The schools have also been analysed in terms of the proportions of boys to girls that 
attend the schools and of the schools’ proportions of students from language 
backgrounds other than English (LBOTE).  
 
The proportions of students by sex and by LBOTE in the various schools are provided 
on the My School website (ACARA 2016).  
 
Sex, as opposed to gender, is a binary and this data is unequivocally given by 
ACARA. This has allowed for a direct comparison to be made between the numbers 
of boys and girls that attend a school with the numbers of boys and girls shown in the 
school’s marketing materials, for instance. An argument could be made that in today’s 
society we should know better than to perpetuate a binary construction of gender 
(Butler 1999), however, one need only glance through these materials to see how 
binary notions of student gender are enforced and reinforced. The complexities of 
gender in schools is not addressed in any of the materials analysed here, such 
remaining one more of the taboo subjects of such marketing materials. 
 
LBOTE is a poor proxy for ethnicity. Using the proportion of students from language 
backgrounds other than English does not even give a reasonable estimate of the non-
Anglo-Saxon background attending a school.  
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An Anglo-Saxon background is the most highly valued background in Australian 
society (Hage 2000; Stratton 2011) setting the standard ethnicity to which any 
deviation, in terms of skin colour or religious beliefs for instance, is considered lesser 
(Stratton 2011). However, Australian nationalism in its multicultural guise (Hage 
2000) presents a Janus face as both welcoming the other, while also expecting 
assimilation.  
 
While white, Anglo-Saxon Australians are the ‘unmarked’ universal category (Lakoff 
1987), in many of the sample schools children with this background are the minority. 
Again, this was an intentional choice.  
 
The first wave of mass non-Anglo-Saxon immigration to Australia came from Eastern 
and Southern Europe following the end of the Second World War. Mass immigration 
from Asia beginning in the 1970s, particularly from Vietnam following the war, with 
migrants from African and Middle Eastern arriving in the early 2000s (Markus et al 
2009).  
 
This means that today the major sources of migration to Australia, and therefore the 
sources of people with language backgrounds other than English, are from non-
European nations and therefore the children from these backgrounds ought to be 
easily identifiable when compared with the Anglo-Saxon ‘exemplar’. 
 
Stereotypes	and	the	Ethnic	Other	
 
Stereotypes deeply impact how people from various ethnic backgrounds are perceived 
(Schauer 2006). Not all migrants to Australia with a skin colour other than Anglo-
Saxon white are from a non-English speaking background, and certainly not all 
migrants from a language background other than English are perceived by Australian 
racial stereotypes to be the same (Ball 2006b).  
 
Asian Australians, for instance, are often classified as ‘good migrants’ (Hage 2000; 
Jupp 2002), although the extent to which this assist them in assimilating has been 
questioned by both authors; while those from other ethnicities have been perceived as 
having had an overall negative impact on Australia, something asserted in a recent 
speech by Australia’s Minister for Immigration (Bourke 2016). 
 
Given that the only data available on the ethnicity of students attending these schools 
is the proportion of students from non-English speaking backgrounds, using the 
ACARA data, there is no way to tell how many students are of Asian, Middle Eastern, 
Pacific Islander, Southern European or African background. It is therefore impossible 
to replicate Lubienski (2007, 2008) and compare the official proportions of students 
from various ethnic backgrounds with the proportion of students that appear in the 
school’s marketing materials that appear to be from these backgrounds.  
 
Nevertheless, what is clear from the data available, as will be discussed in later 
chapters, is that school marketing materials show far more students from Anglo-
Australian backgrounds than they ought to given the proportions of non-English 
speaking background students in these schools. While there is no way to divided a 
school’s LBOTE figures to give an indication of how many students attend the school 
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from East Asian or from other non-Anglo-Australian backgrounds – it appears that 
Asian students are the preferred examples of LBOTE students in these materials. 
 
Table 3 provides the proportion of students from language backgrounds other than 
English and of girls to boys in the four category schools discussed above under class: 
 
Table 3 LBOTE and Girls to Boys by ICSEA school groups 
School Group Proportion LBOTE Proportion of Girls to Boys 
Elite Private 19% 46% 
Non Elite Private 22% 62%* 
Above Average Government 28% 46% 
Below Average Government 49% 46% 
*Note: one of the non-elite schools is an all-girl school and this has exaggerated the proportion of girls 
attending schools in this sector. 
 
Why	Organise	Schools	by	Sex	and	LBOTE?	
 
Research has stressed that parental school choice is gendered (Bonnor & Caro 2012; 
Smedley 1995). That is, parents often prefer to send their daughters to single sex 
schools while would rather their sons attend coeducational schools. Girls are 
understood to be likely to be disrupted by boys at school – and so parents with 
daughters would rather they attended single sex schools to avoid this disruption – 
while there being girls in a classroom is understood as providing a calming influence 
on boys – and so preferred by the parents of sons (Thorne 1999). This thesis has 
focused on the marketing efforts of schools according to whether the school 
population of these schools has a near gender balance or an excess of boys. 
 
Research has similarly shown that once a school has more than a certain proportion of 
non-white students that this encourages white flight from the school to the private 
sector (Ho 2011). As such, there are strong reasons to check if schools with high 
proportions of students from LBOTE display such students in their marketing 
materials, and if so, which students from these backgrounds are highlighted and what 
are they shown doing (a point made in a different context by both O’Barr 1994 and 
Van Leeuwen 2008). 
 
The analysis of the ethnicity of students appearing in images in these materials has 
categorised students into three overarching categories: White, Asian and Other. The 
white students have been selected on the basis of all those able to ‘pass’ as having this 
high value background (Goffman 1963; Jupp 2002) – the point being that many 
students in the images, particularly those that might have come from Italian, Greek or 
Middle Eastern backgrounds may well have been classified as having an Anglo-Saxon 
background, but that this has been as much to do with the selection preferences of 
those composing these materials – that is, these materials had a clear preference for 
Anglo-Saxon students or those that ‘do not wear their non-standard ethnicity too close 
to their skin’, so to speak (c.f. hooks 2015).  
 
East Asian students are comparatively easy to identify from the images in these 
materials, but ‘Other’ students – that is, everyone that is neither white nor East Asian, 
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has been particularly problematic. This should not be the case. Children from the 
Pacific Islands, for instance, ought to be as easily identifiable as Asian students from 
those designated White. Nevertheless, there have been so few students found in the 
images from non-white, non-Asian backgrounds (despite many decades longer 
migration to Australia of students from such backgrounds) that these students have 
been grouped together into a single category - Other.  
 
The term Other has deeply negative connotations in sociology (Said 1979) – which 
was part of the reason for settling on it for all students that could not be classified as 
either White or Asian. This thesis makes the claim that such students are overall either 
made invisible in these materials or backgrounded to the point of invisibility. The 
othering of such students is perhaps unintentional, but they are certainly othered. 
 
Essentialising	the	Other	
 
A tension that exists within this research is that in constructing ethnicity by these 
three categories it implies that dividing the people of Australia into White, Asian and 
Other is unproblematic. It must be stressed that there is no coherent basis for, or 
scientific definition of, ‘race’ (Gould 1981; Sussman 2016). The point of inclusive 
education in particular is to recognise all students as being individuals outside of and 
beyond any label that might be attached to them due to their ethnicity, ability, gender 
and so on (Carrington & MacArthur 2012; Cologon 2014). Nevertheless, as Stratton 
(2011) points out, “In Australia race has always been located in phenotypical features, 
in the first place skin colour” (p.17).  
 
This presents one of the key paradoxes in the Australian national understanding. That 
is, firstly, Australia perceives itself as one of the world’s most successful 
multicultural societies (Jupp 2002), while at the same time perceiving this in terms of 
both the assimilation of the ethnic other (Hage 2000), mixed with the impossibility of 
such assimilation (Hage 2000; Stratton 2011). So much so, that schools considered to 
be ‘too ethnic’ witness ‘white flight’ (Ho 2011). 
 
Determining the ethnicity of someone from an image is deeply problematic, not least 
since ethnicity implies a since of belonging to and identifying with an ethnic 
community, “as socio-historical and cultural difference … that appeared equally 
elemental and unchangeable” (Arber 2008). It is rare for images to allow one to make 
such assumptions about the sense of those pictured having feelings of belonging or 
identification with groups.  
 
Nevertheless, while I recognise that I can be charged with performing the 
essentialising of the other which it is my intention to criticise, it remains the case that 
ethnicity, particularly ‘whiteness’, in Australia is a kind of capital and fantasy (Hage 
2000) that is visually marked. As Arber (2008) says of the Cronulla riots, intended to 
attack people of Lebanese descent and remove them from a popular beach, “the 
attackers targeted anyone who looked ‘woggie’, including Italians and South 
Americans” (p.180). As is made clear in the scholarship on race and ethnicity in 
Australia (Arber 2008; Hage 2000; Jupp 2002; Stratton 2011) the racial hierarchy in 
Australia centres around white, Anglo-Celtic, Christians with any distance from this 
‘ideal’ being seen as suspect and not truly Australian. As such, although my three 
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categories do much to reinforce this vision, it is done to bring attention to how 
ethnicity is foregrounded in these materials. 
 
Data	and	Analysis	Structure	
 
The sheer quantity of data collected and the variety of that data has encouraged the 
overall structure of this thesis to be one in which data and analysis occur in parallel 
with each other. As Merriam and Tisdell (2016) say, “Data collection and analysis are 
simultaneous activities in qualitative research” (p.191). For the sake of clarity of 
exposition, connecting the analysis directly to the data being analysed in the following 
chapters appeared the only means available. The findings of this research have been 
presented in this way so as to show my making sense of the data under analysis. This 
has been iterative, generally structured as a narrative – again, Merriam and Tisdell 
(2016) make this point when they say, “data analysis is a process of making sense out 
of your data. It can be limited to determining how best to arrange the material into a 
narrative account of the findings” (p.221) But I would further stress that such a 
narrative itself influences what the researcher is likely to take as data, what becomes 
relevant and what peripheral or excluded entirely. The process of ‘writing up’ a 
narrative is dialectical, in that narrative, data and analysis interact in a web of 
interconnected relationships, rather than one leading inexorably to the other. As 
Kamler and Thomson (2006) say,  
 
Data is produced in writing, not found. And the data and subsequent texts that 
are written are shaped and crafted by the researcher through a multitude of 
selections about what to include and exclude, foreground and background, cite 
and not cite (p.4) 
 
Categories	and	Textual	Analysis	
 
Data needs to be processed through the lens of theories concerning gender in 
education policy (Lingard et al 2009) or educational sociology (Francis 2000; 
Kenway et al 1998) before the implications of data can be made sense of. What may 
otherwise appear a curious disparity in the proportions of the sexes in the marketing 
materials, for instance, when comparing the actual school population becomes 
explicable when viewed through the lens of a guiding theory (Rose 2001). Without 
theoretical lenses, data remains meaningless, however, without hard data, theory 
struggles to move beyond speculation (Mills 2001). Nevertheless, the lenses we use 
are not always immediately clear to us, as Schoeder (2002) says, “Lenses are not seen, 
but seen through” (p.44) 
 
The creation of categories with which to interrogate the materials was both iterative 
and recursive. The questions asked have spawned these categories and those questions 
have come from an immersion in education theory and sociology. In the instance of 
counting the proportions of boys to girls in school marketing materials, some of 
questions arising from this simple count have been:  
 
• Is there a discernible relationship between the proportion of boys in a school 
and the proportion of boys depicted in school marketing materials?  
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• How might either of these proportions impact the viewer’s understanding of 
masculinities as manifest in the schools?  
• How are ethnicities depicted in schools that have higher proportions of boys?  
• What are boys shown doing in schools where there are more boys?  
• How are boys and girls photographed in schools with more boys and is 
different from how they are photographed in schools with a more equal mix? 
 
In some cases, the findings of this research have confirmed the concerns of theory, in 
others this has been less clear. Nevertheless, theory has directed the selection of 
categories used to interrogate these materials and theory has provided lenses with 
which to bring the data gleaned into focus. This analysis is consciously and 
intentionally theory driven. 
 
The linguistic analysis of the sampled materials owes much to Fairclough (1989,1992, 
2003, 2006) and Gee (1990, 2014). This analysis has been conducted on three levels: 
a corpus analysis of the frequencies of words used (Bondi 2007; Clark 2007; Duguid 
2007), a contextual analysis of words related to education in these texts, and finally a 
sentence level analysis of the topics addressed in these texts. 
 
Textual	Analysis	–	Corpus	
 
In the simplified corpus analysis (Bondi 2007; Clark 2007; Duguid) used here the text 
from the prospectuses was first cut and pasted into wordle.com, which provides the 
frequencies of use for each word. Some manipulation was necessary, as Wordle 
provides separate entries for words that have been capitalised and for plurals. There 
are also other conjugations of words that have been grouped together (in the example 
provided in Table 4 the word ‘aim’ and its cognates from all texts is shown). This 
process was then repeated for each of the four ICSEA school groupings discussed 
above. 
 
These lists of words where then copied into an Excel spreadsheet and colour-coded 
according to the ICSEA group the schools belonged to: Blue for Elite, Red for Above 
Average, Green for Non-Elite and Orange for Below Average.  
 
All words where then sorted alphabetically, ensuring that the same colour-coded 
words appeared together and so that their frequencies could be compared. Table 4 
provides an illustration from the spreadsheet. 
 
Table 4 Exert from spreadsheet	
Word Instances Word Group Total Instances Percentage 
Aim 2 <Aim>   
Aim 6 EPS 5 22% 
Aim 5 AAGS 11 48% 
Aimed 1 NEPS 2 9% 
Aimed 4 BAGS 5 22% 
Aiming 1 Total 23 100% 
Aims 2    
Aims 2    
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Note: The colour coding of schools is outlined in Table 2 (see page 29) – EPS (Elite Private School) 
Blue, AAGS (Above Average Government School) Red, NEPS (Non-Elite Private School) Green, and 
BAGS (Below Average Government School) Orange 
 
As can be seen in Table 4 each of the school ICSEA groups have used the word ‘aim’.  
 
The prospectuses from various ICSEA groups did not contain the same total number 
of words. This meant that the expected use of any particular word by an ICSEA group 
was equated to the proportion of the total words that the ICSEA group had of the total 
words in all prospectuses. Table 5 provides the proportions of the total words of all 
prospectuses used by these four ICSEA groups – note that the Proportion of Total has 
been used as the expected proportion of use of all words later in this analysis. 
 
Table 5 Number and percentage words by ICSEA groups 
School group Number of Words Proportion of Total 
Elite Private 9161 35.1% 
Above Average Government 8672 33.2% 
Non-Elite Private 2712 10.4% 
Below Average Government 5583 21.4% 
 
If every marketing material had used exactly the same text and was therefore as likely 
to use any one word as where all the other schools, this would have provided the null-
hypothesis that there was, in fact, no difference in the language used by schools and 
that language used in prospectuses would then be independent of social location.  
 
This would mean that each word would appear at the rates given by the percentages in 
Table 5.  
 
That this hasn’t proven to be the case is clear from the example given in Table 4. Here 
Above Average Government schools (coloured red) are shown to have been much 
more likely to use the word ‘aim’ than at their expected rate, while Elite schools 
(coloured blue) are shown to have used this word at less-than-half the expected rate, 
and Non-elite schools (coloured green) and Below Average Government schools 
(coloured orange) use this word at approximately their expected rate. 
 
This form of corpus analysis provides a ‘brute force’ overview of these texts. 
However, it suffers from the fact that the context in which the words are used is not 
considered (Bondi 2007). Disparities in the frequency of use of words may not tell us 
everything of interest concerning what is discussed in these texts, but it does tell us 
something according to the use or non-use of certain words by certain groups of 
schools – particularly if these are words of educational significance – is likely to be 
motivated by an understanding of the type of education the school is attempting to 
provide.  
 
In fact, such an analysis provides a powerful indication of the focus these schools 
have when discussing what they seek to provide their students. To gain a fuller 
understanding, however, understanding how words are used in context helps is 
essential. 
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Textual	Analysis	-	Context	
 
The second method of textual analysis employed compares the context in which 
words appeared in the prospectuses (Fairclough 1989, 1992, 2006; Gee 1990, 2014) 
according to the four ICSEA groups. For instance, the word ‘learn’ appears in all of 
the ICSEA group prospectuses at approximately the expected frequency as given by 
the total number of words in Table 5. However, how this word is used in context 
varies according to school ICSEA group, as will be discussed in a later chapter.  
 
This level of analysis has focused on ‘education’ related words as used in these 
prospectuses, such as Learning, Responsibility, Respect and so on. Words that are 
relatable to those used by Bloom’s Taxonomy (for instance, Knowledge, Analysis, 
Evaluation, Creativity) have also been considered.  
 
Textual	Analysis	–	Sentence	Level	Categories	
 
The third method of textual analysis used in this thesis involves creating categories 
related to school and education and then coding each sentence in the text to identify 
the overall proportion of sentences used discussing these categories. For instance, 
schools are likely to discuss the role parents play in entering a partnership with 
schools to educate their children. Sentences that mention parental involvement in 
student education, then, were counted this was used to calculate the total proportion of 
these materials dedicated to discussing this theme. This method has been adopted 
from Lubienski (2007). 
 
Table 6 lists the categories used to interrogate the text that accompanied both the 
prospectuses and videos.  
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Table 6 Categories used in analysis of text in school marketing materials 
Academic 
Success 
 
Art Buildings 
(School) 
Camping Citizen 
Class Size Co-Curricular 
Activities 
 
Community 
Service 
Cultural 
Diversity 
Curriculum 
Discipline Drama English as a 
Second 
Language 
 
Extra 
Assistance 
Gifted Needs 
International 
Baccalaureate 
Individual Information 
Technology 
International 
Students 
Language 
Other than 
English 
Studies 
 
Life Long 
Learning 
 
Literacy Music NAPLAN Numeracy 
Other Schools 
(Competitors) 
 
Overseas Parent/School 
Relationship 
Pastoral Care Quotes from 
Parents 
Quotes from 
Students 
Quotes from 
Ex-students 
 
Religion Resilient Scholarship 
School as 
Community 
Select Entry 
Accelerated 
Learning 
(SEAL) 
Program 
 
Sport Special Needs Staff 
Qualifications 
Student 
Leadership 
 
Students 
Settling In 
Subject 
Choice 
Tradition of 
School 
Uniform 
Victorian 
Certificate of 
Applied 
Learning 
Victorian 
Certificate of 
Education 
Vocational 
Education and 
Training 
Vocation / 
Work 
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Visual	Analysis	of	Marketing	Materials	
 
The method of visual analysis of these materials has been borrowed from other 
significant research in the field of advertising (Goffman 1979; O’Barr 1994; 
Williamson 1978), particularly Goffman’s methods of understanding social 
interactions as scenes of enacted dramas (Goffman 1959, 1961, 1963, 1979). Texts 
dedicated to presenting visual methodologies (Bock et al 2011; Margolis 1994, 1998, 
1999; Moss & Pini 2016; Rose 2001, 2010; Van Leeuwen 2011) have also provided 
methods for the analysis of these materials. However, at base the methods employed 
have been social semiotic (Hodge & Kress 1988; Symes 1998; Van Leeuwen 2008) 
providing a multimodal discourse analysis (Kress & Van Leeuwen 1996, 2001). This 
discourse analysis has also been heavily influenced by the example of work 
undertaken by WJT Mitchell (2005, 2012), Sekula (1981, 1986) and Tagg (1993). 
 
Visual	Content	Analysis	
 
A visual content analysis (Rose 2001) was conducted. This is much like the content 
analyses explained above in relation to the written texts, which similarly involved the 
creation of a list of categories (see Table 7 below) with which to interrogate the 
materials. Various aspects of the images where then counted: for instance, the number 
of girls, the number of students in classrooms, the number of Asian students playing a 
musical instrument, and so on. 
 
The next aspect of the content analysis was again similar to the sentence level 
analysis of the text outlined above. Categories were determined and instances of each 
category where organised by school name and whether the marketing material was a 
video or prospectus. Table 7 provides a list of the categories used to interrogating 
these visual materials. 
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Table 7 Categories for interrogating visual elements of marketing materials 
3Rs Art Asian Students Boys and Girls 
Interacting 
 
Camps, 
Excursions, Trips 
Depth of Field Drama Dreaming / 
Praying 
 
Focus Boys Focus Girls Gender Roles 
(Explicit) 
Girls and Boys 
Looking at Each 
Other 
 
Good Works Groups of Five or 
More Students 
Inter-racial 
Interactions 
Information 
Technology 
 
Laughing or 
Smiling 
Music Non-White 
Students as 
Examples of 
Disadvantage 
 
Non-White 
Students 
Pointing Principal Science Single Student 
 
Sport Students 
Attending to 
Teacher 
 
Students 
Collaborating 
Teacher Helping 
Student 
Touching Two Students Vocational 
Education and 
Training 
 
Watching Others 
Work 
Video – Student 
Speaking to 
Camera 
Video – Adult 
Speaking to 
Camera 
  
 
Each image from the school prospectuses was copied into Word file for that school. 
Videos were paused at each change of scene and, using a screen capture technique, an 
image was created from the video and this was then also pasted into a word document 
for that school. The images from the videos and prospectuses that matched the 
categories in Table 7 were then copied into various word documents for each of these 
categories. 
 
Visual	Analysis	–	Photographic	Techniques		
 
The images were analysed for various visual and photographic techniques employed 
by the photographers. For instance, depth of field, particularly to see which students 
were ‘in focus’ and which were ‘out of focus’. Other means of putting the 
photographic subjects out of focus have also considered.  
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Rose’s (2010) found that family photographs avoid photographic techniques that 
might be considered too ‘artistic’ (see also Bourdieu 1990b), and the images in these 
materials overwhelmingly sought the most realistic of photographic techniques, and 
presumably for much the same reason. That is, the schools are seeking to present 
‘honest’ images of the school and so the images self-consciously realistic, stressing 
verisimilitude. Very few of the images in any of these materials have been found to 
have been obviously manipulated by post-production software. 
 
The images can be divided between those that are clearly posed and those that imitate 
a slice of life or candid image. This division follows both Goffman (1979) and Rose 
(2010) who argue that images that are clearly posed present the subject of the image 
as being under the direct control of the photographer. These two categories provide 
the only ways human subjects can be photographed – although, posed images are 
always easier to identify then candid ones – and Barthes (2006) makes the point that 
there are no photographs that are not posed if the subject sees the camera. 
 
Bourdieu (1990b) and Rose (2010) argue that such posed images are the point of 
tourist photographs, that is, to be posed in a location provides a kind of proof of 
having been there. Nevertheless, being posed in a location carries with it the 
implication that one is, in fact, a tourist and therefore does not properly belong in that 
location (see McCandless 2014).  
 
Slice of life images, on the other hand, where the subject in the image is confidently 
at home and generally depicted as fully engaged in the world the image displays (see 
Goffman 1979) provide significantly different connotations.  
 
Visual	Analysis	-	Context	
 
The images have been analysed to ascertain what interactions are occurring between 
those photographed (Goffman 1979). The types of questions asked include, is the 
person displayed active or passive? Are they watching someone else or are they being 
watched? Are they assisting someone or being assisted? Are they depicted as being 
above, level with, or below someone else in the image? What are they literally doing 
– schoolwork, playing, socialising, on camp? How are they dressed? Are they 
laughing?  
 
Using the data gleaned from this content analysis, a discourse analysis was conducted 
considering various themes current in the literature concerning educational sociology. 
Patterns became evident related to the ICSEA score of schools, the proportions of 
boys to girls in the schools and to the proportions of students from language 
backgrounds other than English. 
 
Discipline	and	Resilience	
 
A major theoretical lens used throughout this thesis (in terms of both the analysis of 
the written text and of the images used in these materials) relates to notions of the 
forms discipline necessary to educate various populations of students. A binary has 
been constructed to make this clear. The problem with binaries is the inevitable 
division of the world into either/or dichotomies, however, such strictures are not 
		 	 	 43	
inevitable, but rather, such bifurcations can allow access to the complexity of 
representations, providing a stepping stone beyond ‘singular constructions’ of reality 
(see Moss 2014, p.21; and her use of Haraway 1991). Student populations are 
understood as either requiring discipline imposed upon them by their schools or they 
are understood and expected to already possess a form of self-discipline making such 
externally imposed discipline redundant.  
 
The assumption is that analysing the texts in relation to these forms of manifest 
discipline should provide insight into how students are perceived by these schools. 
That is, students that are stereotyped as requiring more externally imposed discipline 
(boys, non-white/non-Asian students, working class students) are likely to be shown 
in ways that stress the externally imposed discipline the school will provide – students 
assumed to manifest self-discipline will be shown in ways to stress such trust. 
 
The	Hidden	Nature	of	Social	Stereotypes	
 
Social stereotypes (Du Bois 2007; Goffman 1963; Schauer 2006; Steele 2010) that we 
subconsciously apply to groups mean we are likely to see some people as self-
disciplined while others will be viewed as needing externally imposed discipline to 
maintain order. Boys, for instance, are often assumed to require more externally 
imposed control than girls (Cortese 2004; Kane 2011; Thorne 1999; Youdell 2006, 
2011). The negative versions of such stereotyping apply to boys, working class 
children and children with darker skin more than they do to Asians, girls or children 
from middle-class Anglo-Saxon backgrounds. For decades, such stereotyping has 
been shown to have negative impacts on student performance (Anyon 1980; 
Brantlinger 2003; Rosenthal & Jacobson 2003; Tauber 1997). Many theorists argue 
that such stereotyping is inevitable (Tauber 1997; Schauer 2006) and that it often 
occurs below conscious awareness (Goffman 1963, 1979). 
 
Nevertheless, it has been argued that such stereotypes are a staple of advertising and 
marketing, since they provide automatic and immediate recognition of the meaning 
and intent of the scenes depicted (Fennis & Stroebe 2010; Goffman 1979; O’Barr 
1994; Schoeder 2002). For instance, an advertisement showing a man cooking runs 
counter to and jars against our social stereotypes. Thus such an image is generally not 
used in advertisements unless this jarring effect is intended – whereas an image of a 
woman cooking remains nearly invisible to us, as it matches our accepted social 
stereotypes.  
 
Social stereotypes structure what we expect varying groups of people to do or to want 
to do. However, the power of stereotypes is not limited to how they structure our 
expectations – rather, such expectations also go a long way to structuring the 
experiences and the meanings that stereotyped groups themselves will experience 
(Steele 2010).  
 
‘Stereotype threat’ has been shown to undermine student attainment (Campbell & 
Collaer 2009; Chatard, Guimond & Selimbergovic 2007; Delgado & Prieto 2008; 
Johns, Schmader & Martens 2005; Nosek, Banaji & Greenwald 2002; Pascal & 
Isabelle 2009; Rosenthal & Crisp 2007; Steele 2003). Here a tradition in the sociology 
runs from Du Bois (2007) and Goffman (1979) and links with sociologists more 
directly concerned with education (Bernstein 1977a; Bourdieu & Passeron 1990) and 
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social change (hooks 1994, 2010, 2015) in that discipline is understood as something 
that responds to the inculcated dispositions of social groups. While individuals form 
dispositions, they are concurrently entrapped by them too. Such dispositions act as 
forms of hegemony (Gramsci 1971) or symbolic violence (Bourdieu & Wacquant 
1992) both enabling and constraining the actions of entire groups of subjects.  
 
Similar conclusions to these have been reached by a parallel tradition focused on the 
structuring agency of discipline. This is evident in the works of Foucault (1984; 1995) 
and theorists concerned with the structuring power of knowledge to construct identity 
(Butler 1999; Youdell 2006, 2011) through performativity. Here the interplay 
between the social power agents possess, their ability to define their own identities, 
and the struggle and resistances these manifest, defined and redefine their own 
subjective awareness (see, for instance Foucault 1995). The relationship between 
power and knowledge, particularly in how relationship shapes identities, is viewed in 
this tradition as often hidden from view, often by being taken as a given fact. 
 
It is from this perspective that much of what has been undertaken in this thesis is to be 
understood. The injuries of class, race and gender remain hidden (Sennett & Cobb 
1993), but they are hidden in plain sight (Margolis et al 2001). Therefore, this thesis 
focuses on how discipline is manifest in the text and images of these materials with an 
eye to social stereotypes and how these vary according to the school populations 
being served. 
 
The	Ethics	of	Analysis	
 
The driving idea behind this thesis is to seek to understand the commonalities in 
school marketing that exist in schools with similar social profiles in terms of social 
class, gender and ethnicity have and how these characteristics might differ from 
schools with different profiles. As such, this thesis is less interested in the marketing 
of individual schools per se, than with groups of schools that are asserted to hold 
common features given their ICSEA scores, proportions of girls or proportions of 
students with language backgrounds other than English.  
 
This thesis, therefore, relies heavily on aggregated data. And such aggregated data is 
de-identified by its nature. 
 
Nevertheless, to substantiate many of its claims, it has been necessary to provide text 
and images from individual schools, not least in providing the discourse and visual 
analysis in the final chapters of this thesis. Quotes and images, self-evidently, can 
only come from individual schools. While these marketing materials are public 
documents and their intent is to promote their various schools, nonetheless, the 
decision has been made to de-identify the schools throughout.  
 
This was not an easy decision to make. While it could be argued that such de-
identification is virtually a reflex response in education (te Riele & Baker 2016) 
particularly when researching visual materials (Rowe & Margolis 2016) – this alone 
does not justify the decision in this case. The researcher has a duty of care to make 
some effort to protect the identity of research subjects, however, in this case these 
materials are publicly available and are intended to be appraised, if for the purpose of 
assisting parents in choosing a school for their children. 
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There is a strong ethical argument against the de-identification of these materials, in 
that by making it impossible for the reader to know which schools compose the 
sample it is subsequently impossible for them to check the findings of this research by 
accessing what would otherwise be readily available materials. However, while it 
would be a relatively easy matter for someone so minded to track-down these schools, 
there are reasons for de-identifying the schools anyway. If only because it reinforces 
the point of this thesis that it is not the individual schools themselves that are of 
interest, but the schools grouped according to ICSEA scores, or the proportions of 
LBOTE and boys to girls in these schools. 
 
Aaron Koh (2016, p.196), facing a similar problem in his research, points to the 
difficulties associated with finding theory relevant to the ethical considerations of 
one’s own topic of research. He quotes Emmison et al (2012) that one needs to, 
“justify your decisions (in regard to the ethical use of visual materials) based on your 
context (Emmison et al 2012, p.10).”  
 
There are, rightly, ethical concerns about the use of student images within research. 
However, if one of the key reasons for de-identifying images is to “enhance 
confidentiality” (te Riele & Baker 2016, p. 234) it would seem the onus for 
addressing this concern must lie with the schools that produced and published these 
images and documents in the first place, rather than with the researcher.  
 
That said, researchers are under an obligation to behave ethically, and this demand for 
research ethics cannot be ‘outsourced’ by reference to the prior unethical behaviour of 
another group. te Riele and Baker (2016) make it clear that it is the researcher’s duty 
to show their research creates benefits while preventing harm.  
 
The argument justifying this thesis is that school marketing, and marketing more 
generally, is structured to make use of social stereotypes (Goffman 1979; O’Barr 
1994; Williamson 1978), in fact, reinforces social stereotypes (Schoeder 2002). It 
does so often unconsciously by merely responding to the social doxa (Bourdieu 
1990a) – the ‘taken for granted’. Therefore, this thesis, in seeking to highlighting how 
consistently schools in all social locations reinforce such social stereotypes, hopes to 
increase awareness of the harm being done by much school marketing. 
 
It is certainly not the intent of this thesis to diminish the privacy of the students whose 
images appear in these documents, nor to expose them to ridicule (te Riele & Baker 
2016). The author does not believe that this thesis does either of these things. 
Appendix 2 provides a copy of the ethics application for this thesis. 
 
Although it would have been possible to modify images to make the identities of 
students impossible to identify, the decision has been made not to systematically 
distort or cover the faces of students. Firstly, this would have added yet another layer 
of meaning to these images, as de-identification methods are often associated with the 
presumption of criminal behaviour (te Riele & Baker 2016) or at least “change the 
visual narrative and as a result decrease the validity of the research” (Pitt 2014, 
p.320). 
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De-identification at the school level also appeared to be the only option available as, 
with Koh (2016), the researcher felt uncomfortable with the idea that identifying 
schools might imply an endorsement of schools from the researcher in terms of the 
education they provide. In no sense has this research sought to test the worthiness of 
the education offered in any of the sample schools, de-identification is intended to 
nullify this concern. 
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4.	Commonalities	–	School	Mottos,	Curriculum	and	Buildings	
 
This chapter and the subsequent six chapters present the data and analysis of the 
thesis. This chapter and chapter 5 are concerned with the commonalities that all 31 
schools sampled for this study share. The categories developed here to interrogate 
these materials has been, as discussed in chapter 3, iterative and developed with 
reference to key ideas stemming from the sociology of education. For instance, all 
schools have buildings and those buildings have classrooms and teaching and learning 
equipment, they frequently have school mottos, logos or value statements, they 
provide their students with curricula and pedagogical practices, and they are 
mandated to participate in various testing regimes, such as, the National Assessment 
Program – Literacy and Numeracy (NAPLAN) or the Victorian Certificate of 
Education (VCE). If school marketing materials are intended to assist parents to 
choose one school over another, it might be expected that these common features (and 
how schools do them differently, perhaps) would form an important part of such a 
discussion.  
 
It might be also expected that the schools with the best facilities would be the most 
likely to discuss these, just as the schools with the best results in high stakes tests 
would promote these achievements to attract students. However, this chapter shows 
that the patterns associated with how schools discuss these common features are 
related to where the school fits within the hierarchy of all schools, particularly in 
terms of the school’s ICSEA score. 
 
The chapter begins by considering school branding used on both school prospectuses 
(19) and school promotional videos (14): school mottos, mission statements, value 
statements and logos. It then considers how schools discuss their curriculum and 
pedagogical practices. The chapter ends by considering which schools are most likely 
to discuss their buildings and facilities and how they discuss this.  
 
School	Logos	
 
Every school in the sample of 31 schools has a logo, a design with which to help 
brand the school. Often these logos are repeatedly and prominently used in the 
prospectuses, with the colours incorporated in the logo being the same as that of the 
school uniform and then these same colours being used to provide a linking motif 
across the school’s marketing materials generally. The logos often appear on both the 
front and back covers of prospectuses and at the beginning and end of videos. Since 
the logos are frequently incorporated on the school uniform, they are often on display 
whenever there is a close-up image of students – branding the students as belonging 
to the school.  
 
Only two schools did not use their logo on the front cover of their prospectus: an 
above average government high school (AAGS1075) and a regional elite private 
school (EPS1141). Another regional elite school (EPS1160), while it has its logo on 
the cover of its prospectus, the image of the logo is so small and the resolution on the 
pdf file so low, that it is impossible to see any of the details of the logo shown.  
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I am using the term logo very broadly – as in many cases, including EPS1160, these 
are more properly armorial bearings. The paradox elite schools face in seeking to both 
be innovative and traditional (McDonald et al 2012) may be a factor in explaining 
why these rather old-fashioned branding elements may not have been included on the 
front cover of the prospectuses and somewhat disguised when used.  
 
In the case of AAGS1075, one of the highest of the above average government 
schools, and a school seeking to present itself as highly creative and forward thinking, 
its logo only appears on the back page of its prospectus. AAGS1075’s shield is 
composed of with a rampant horse and a St George’s cross, and presumably this 
creates a much more conservative image for the school today than it wishes to 
portray.  
 
Elite regional school EPS1141, similarly, has a logo of a stylised owl standing on an 
open book with the years 1871/1872 stamped across its pages, all of which is 
contained within a looped belt. Although there appears to be no discussion of this 
logo on the school’s website, the school was amalgamated from two single sex 
schools in the 1870s. It seems likely that this logo is from the original boys’ school. 
Again, the logo may present too traditional an image for the school today and so is 
relegated to the last page. 
 
The schools most likely to display logos throughout their prospectuses are the lowest 
ICSEA schools. Table 8 shows that below average government schools display their 
logos on half of all pages in their prospectuses, while above average government 
schools do so on a third of their pages and elite schools do so on only slightly over 
one-in-every-six pages. 
 
Table 8 Proportion of pages with school logo  
Elite  18% 
Above Average 32% 
Non Elite 39% 
Below Average 51% 
 
As will be shown later, students from below average government schools are much 
more likely to be shown wearing school uniform than students from other schools. In 
fact, if students from below average government schools are not depicted wearing the 
school uniform they are most likely to be shown wearing the school’s sports uniform.  
 
Above average government school students, on the other hand, are, in approximately 
one third of instances, not shown wearing any form of school uniform at all. This 
figure is exaggerated due to AAGS1075 not having a school uniform, nevertheless, it 
is true that not a single student in a below average government school is shown out of 
a school uniform of some sort, while all above average government schools have at 
least one image of a student out of uniform – non-government schools are even less 
likely to show students in school uniform. This theme of the disciplining of the bodies 
of students from the lowest ICSEA schools will be constantly repeated. 
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School	Mottos	
 
Virtually all schools have a motto, the only two exceptions are both below average 
government schools. However, one of these schools uses a three, single-word values 
statement (which is taken here to be somewhat different from a motto, although 
related) included on the cover. BAGS955 is particularly unusual as it does not have a 
school motto nor does it display a list of school values. Table 9 lists each of the 
schools’ mottos ordered by the ICSEA scores of the schools and divided into the four 
school groups. The date the school was founded is also included. 
 
Table 9 School mottos by ICSEA 
School Motto Date founded 
BAGS921 
 
A Culture of Respect No Date on Website 
BAGS935 
 
Where Education Matters 2008 
BAGS955 
 
None 1990s 
BAGS966 
 
Progress Through Distinction 1984 
BAGS979 
 
Create Your Future 1990s 
BAGS988 
 
Outstanding Educational 
Opportunities 
 
1962 
AAGS1002 Veho Spes Juventutis  
(I carry the hopes of youth) 
 
1924 
AAGS1038 
 
Dare to be Excellent 1984 
AAGS1047 
 
Working Together, Learning Together 1964 
AAGS1075 
 
Deeds Count 1926 
AAGS1082 
 
Lift Up Thine Eyes 1962 
AAGS1092 Community Choice Engagement 
 
1964 
NEPS1014 With Him is the Fullness of Life 
 
1968 
NEPS1082 Ecclesiae Filia 
(Daughters of the Church)  
 
1965 
EPS1130 Live Your Passion 
 
1973 
EPS1141 Knowledge and Wisdom 
 
1871 
EPS1160 Christus nobis factus sapientia 
(For us, Christ was made wisdom) 
 
1855 
EPS1168 Nosce Te Ipsum 
(Know thy true self) 
 
1927 
EPS1177 Lift Up Your Hearts 1878 
 
		 	 	 50	
For the below average schools, the mottos stress respect and individual student effort 
and how these attributes lead to rewards. The non-elite (in the case of the 
prospectuses in the sample, both are Catholic schools) mottos stress the schools’ 
religious affiliations. The above average schools are the only schools to stress school 
as a community, rather than as a group of individuals. The elite schools stress self-
knowledge and wisdom. None of the below average school mottos are in Latin, while 
one of the above average government schools, one of the Catholic schools and two of 
the elite schools are. Other than the Catholic school, all were founded before 1930. 
All schools but one (the slightly above average school AAGS1002) that have a Latin 
motto have an association with a Christian or Catholic church. Above average 1082’s 
motto is in English, but references a quote from the Psalms, but the school is also in 
the foot-hills. Not all schools with an association to the Catholic church have a Latin 
motto. However, older schools, particularly non-government schools, are more likely 
to have their motto in Latin. 
 
School	Values	
 
Only government schools provide a list of abstract nouns as a school’s values and 
mostly this is in the group of above average government schools. Table 10 provides 
the school values according to ICSEA sector. 
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Table 10 School values by ICSEA 
BAGS921 
 
Diversity * Excellence * Success 
BAGS935 
 
Respect * Excellence * Diversity 
BAGS955 
 
None 
BAGS966 
 
None 
BAGS979 
 
Respect * Responsibility * Achievement * Enjoyment 
BAGS988 
 
None 
AAGS1002 
 
Personal Best * Integrity * Respect * Responsibility 
AAGS1038 
 
Respect * Responsibility * Personal Best 
AAGS1047 
 
Respect * Responsibility * Resilience * Teamwork 
AAGS1075 
 
Pursuit of Excellence * Individuality * Creativity 
AAGS1082 
 
Excellence * Integrity * Responsibility * Respect * Tolerance 
AAGS1092 
 
Community * Choice * Engagement 
NEPS1014 
 
None 
NEPS1082 
 
None 
EPS1130 
 
None 
EPS1141 
 
None 
EPS1160 
 
None 
EPS1168 
 
None 
EPS1177 None 
 
In recent decades, as the business model has leaked into education, school 
organisations have authorised and provided their staff and clients with mission and 
vision statements. What is particularly interesting to note here is that none of the non-
government schools have chosen to promote their own values or mission statements 
within their marketing materials. Prime Minister John Howard (1996-2007) referred 
to the difference between government and private schools as being related to the 
‘value free’ (see McLeod & Yates 2006, p.217) and (paradoxically) too politically 
correct government schools that parents were avoiding for the more value sure private 
schools. Interestingly, none of the ‘private schools’ in this sample provide school 
mission statements or a list the school’s values. Some of the Catholic and church 
schools refer to Christian values or to students acquiring general values by attending 
the school, but these are never specified in a list. This is solely done by government 
schools provide and particularly above average ones.  
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Six of the nine schools that provide such a list of their values include the word 
Respect. This shall be discussed in more detail in a later chapter where it will be noted 
that the same word can have significantly different connotations depending on the 
social location of the school (c.f. Bauman 1991).  
 
Excellence is mentioned by three schools, and the Pursuit of Excellence by one – it is 
interesting that the school (AAGS1075) that stresses the importance of creativity 
should stress that excellence is something that needs to be pursued, rather than 
something that can be possessed. Achievement is mentioned by one school and 
Personal Best by two, each of which could perhaps be taken as approximate 
synonyms for Excellence. Personal Best is more commonly associated with 
achievements in sports and therefore may have been chosen by these schools for these 
positive associations. The association with sport (and therefore with playing) may be 
part of the reason Personal Best has been avoided by all of the lower ICSEA schools, 
another theme that will be discussed in more detail later in this thesis. One school – 
the lowest ICSEA school in the sample – includes both Excellence and Success as 
values. 
 
It is interesting that BAGS935 has both Diversity and Respect as values. Both of these 
have punitive connotations in the context in which they are used within this 
prospectus, for instance in the sentence:  
 
A condition of enrolment at BAGS935 is adherence to the school rules and 
policies, which fosters a culture of respect, excellence and diversity. 
 
Here the values are directly enabled by the school’s discipline policy, with the 
implication that these are only made possible in the context of the school imposing 
them upon their students, and with there being consequences for non-adherence to 
these values (in this case, presumably, expulsion). The only schools with Diversity as 
a value have more than half of their students from Language Backgrounds Other Than 
English (LBOTE), that is, 57% and 79% of students. These are also the two lowest 
ICSEA schools.  
 
No above average school mentions Diversity as a value. In fact, when a content 
analysis of the actual text of the school prospectuses was performed, the only schools 
found to discuss cultural diversity at all were below average government schools. Of 
the six below average school prospectuses, four included a discussion of cultural 
diversity – no other school discussed this.   
 
Higher ICSEA schools sometimes use what might be considered synonyms for 
diversity such as Community, Teamwork and Tolerance – each of which are used once 
in three above average school mottos (see Table 10).  
 
Nevertheless, it is important to note the differences here as well as the similarities. As 
will be discussed in more detail in chapter 6, none of the below average schools use 
teamwork in their values or in their text at all. Instead these schools stress that they 
provide an environment where the personal effort of the student as an individual will 
be rewarded. These schools rarely, if ever, discuss the student body en masse. As will 
be seen, when the student body is discussed by these schools, it is to discuss the 
variety of pathways that the school provides to meet the diverse needs of the student 
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population, rather than in any sense of these students working together toward a 
common goal. These students are overwhelmingly presented as individuals on 
individual pathways rather than teams, groups or a community.  
 
Diversity, similarly, can be understood as stressing the individual over the group – in 
the sense of the individual being protected given their difference. 
 
Only one school has a school value of Enjoyment and this is a below average 
government school. This goes against the trend, as will be discussed later, where it is 
much more likely that schools with an above average ICSEA will stress education as 
being about engagement, fun or enjoyment than it is for below average schools. 
 
The spectrum of the themes chosen by these schools to represent their values is not 
random. The stress the values place on the kind of education offered in the various 
schools differ by social location and therefore the school’s ICSEA score.  
 
The lowest ICSEA schools have values that imply a flow of discipline from the 
school to the students. The students acquire these values from the school and these 
values are followed by the students (diversity, respect and, as will be discussed in 
more detail later, responsibility). At the other end of the ICSEA spectrum school 
values contain words that stress student attributes of manifest internalised discipline 
(integrity, resilience, responsibility) and the manifestations of these internalised 
virtues that can only exist once such dispositions have been internalised (creativity, 
community, teamwork). 
 
Again, this distinction is a recurring theme in this thesis. 
 
Curriculum	
 
In the narrowest sense, curriculum within Australia is common to all schools as it is 
mandated by state and federal governments. That is, individual schools have little 
leeway when it comes to curriculum. As such, on a surface level at least, it would not 
appear to be something that could lead to market differentiation. In Victoria, the 
mandated curriculum is the Victorian Curriculum 
(http://victoriancurriculum.vcaa.vic.edu.au). Prior to the incremental introduction of 
the Australian Curriculum, which began in 2012, Victoria had its own state 
curriculum, the Victorian Essential Learning Standards (VELS). However, Victoria 
has agreed to replace subjects in its own curriculum (VELS) with those from the 
Australian Curriculum as those subjects are introduced and agreed upon. The only 
alternative available to the Victorian Curriculum is the International Baccalaureate, 
which is most frequently used by Elite schools. 
 
The Australian curriculum is overseen by the Australian Curriculum, Assessment and 
Reporting Authority (ACARA) which also conducts annual tests of literacy and 
numeracy in all schools in years three, five, seven and nine. These assessments are 
called the National Assessment Program – Literacy and Numeracy (NAPLAN). They 
have been designed with the intention of providing parents with reliable, authoritative 
and objective information on school performance to facilitate parental choice 
(ACARA 2016). ACARA seeks to have curriculum within the Australian education 
system to be viewed as common to all schools. The aim of ACARA is to use its high 
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stakes testing regime (NAPLAN) to judge school performance against this 
standardised measures. This would imply that ‘curriculum’ itself should not be a 
theme used to differentiate schools, but rather that their results in implementing the 
common curriculum should be the factor discussed. Such is the explicitly stated 
reason for ACARA developing its My School website (ACARA 2016). 
 
Mainly, school students, other than those enrolled in the International Baccalaureate 
program or Vocational education options, are required to take part in high stakes 
academic examinations at the end of high school, which in Victoria is the Victorian 
Certificate of Education. These examinations provide students with an Australian 
Tertiary Admission Rank (ATAR) score, and as the name implies, this ATAR score is 
used as the basis for students gaining admission to further study. The average of these 
individual student scores is often used to rank schools, particularly in the press.  
 
The curriculum options available to students that are not structured around the highly 
academic VCE examination are the equally academic International Baccalaureate or 
the vocationally oriented Victorian Certificate of Applied Learning (VCAL) and 
Vocational Education and Training (VET) programs. 
 
NAPLAN	and	VCE	Results	
 
It would therefore not be unreasonable to expect schools to refer to how they have 
performed against these various national and state measures of their effectiveness in 
educating students in their marketing – given that, in the case of the NAPLAN in 
particular, this was the stated purpose for this highly expensive and complex exercise 
(ACARA 2016). In fact, the results of the test (taken in March, a few months into the 
new school year) have been criticised for the limited pedagogical value they provide 
(see, for instance Wu 2011), and so their value is mostly related to their ability to rank 
schools (Lingard 2010).  
 
It is interesting, then, that only one school in the sample mentions its NAPLAN 
results at all. Schools, perhaps predictably, mention their VCE results depending on 
how well their students perform. The ability to do well on this examination can be 
directly related to the social class of the schools, as has been shown in previous work 
considering the social reproduction of school success and failure (Teese 2000, 2011, 
2016).  
 
Table 11 shows whether ICSEA grouped schools mention their VCE course in 
general or focus on the results their students obtain in VCE. Elite schools and Below 
Average schools are more likely to mention VCE in general, than to discuss the 
results that their students achieve. In the case of Elite schools, excellent results in 
these high stakes tests are taken for granted and are unlikely to be the reason that 
parents might select one Elite school over another. As Teese and Polesel (2003) make 
clear, these schools have colonised success, being able to export failure beyond the 
school gates.  
 
The below average schools are unlikely to have VCE results that would positively 
impact on their marketing effort. As such they are likely to stress the wide range of 
subject choices on offer at VCE level, rather than detail the results students obtain 
following pursuing these options. 
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Table 11 Schools identifying VCE 	
 Mention VCE in general Mention VCE results obtained 
Elite 60% 40% 
Above Average 67% 67% 
Non-Elite 50% 50% 
Below Average 100% 33% 
 
The top above average school, AAGS1092 uses its VCE results extensively in its 
prospectus, although much less so in its promotional video. However, while it does 
not discuss the contents of its VCE program at all in its prospectus, thirty per cent of 
all sentences of the prospectus relate to how its students had performed in their VCE 
exams or discussed the universities and TAFE colleges they gained entry to.  
 
When below average schools discuss their VCE results they do so in less precise 
terms. For instance, BAGS966 says,  
 
Our senior students consistently achieve excellent results in VCE, VET and 
VCAL and our completion rates are very high. On average, over 90% of 
students who apply to University or TAFE, receive a first round offer. Our 
high achievers consistently attain Tertiary Ranking scores over 90. 
 
Needless to say, this does not tell us the proportion of students from the school that 
applied to University or TAFE, nor the proportion of all students who are ‘high 
achievers’. That is, the self-eliminated (Bourdieu & Passeron 1990; Teese & Polesel 
2003) have been eliminated from these figures. 
 
International	Baccalaureate	
 
An advantage that many elite schools promote in relation to curriculum is that they 
enrol students in their International Baccalaureate program and this provides a point 
of difference to other schools that are aligned to the Victorian Curriculum. The 
International Baccalaureate is a significantly different curriculum option, while also 
recognised for university entry, in Australia it is often only offered in elite or above 
average schools. Nevertheless, of the five elite schools in this sample, only two 
mention having an International Baccalaureate program in their marketing. No other 
school does. 
 
Curriculum	as	Difference	
 
Despite most of the schools being mandated to follow the Victorian Curriculum, they 
frequently promote themselves by the special curricular processes and innovations 
they offer and how these are presented as providing potential students with 
significantly different educational experiences. 
 
In fact, of the 19 schools in the sample of prospectuses analysed, only four did not 
detail their curriculum. Interestingly, neither of the non-elite schools discussed their 
		 	 	 56	
curriculum. Table 12 shows the average percentage of pages in the various 
prospectuses dedicated to discussing the school’s curriculum by ICSEA sector. 
 
Table 12 Pages in prospectuses on curriculum  
Elite 25% 
Above Average 19% 
Non-Elite 0% 
Below Average 17% 
 
As Table 12 shows, other than non-elite schools, prospectuses dedicate a large 
proportion of their space to detailing the curriculum options available at the school 
and this increases with ICSEA score.  
 
Curriculum	and	Pathways	
 
A school’s curriculum is often associated with the word pathways. This word is much 
more likely to be used in the prospectuses of government than non-government 
schools. Eight of the nineteen schools do not mention pathways in relation to post-
school employment – of these five are government schools. Of the schools that do 
mention the term pathways it is generally in the context of the options available 
between academic and vocational pathways in the school.  
 
As non-government schools are much less likely to have or retain students likely to 
want to pursue a vocational option (see Charles 2014 for a fuller discussion on how 
students in elite girls’ schools perceive vocational options as failing to make the most 
of the investment their parents had made in their education), these schools’ discussion 
of future employment options for students is left vague, if mentioned at all. School for 
such students is rarely presented as an end to a student’s education. Such schools 
discuss the overall life paths students might follow.  
 
One elite school, EPS1130, goes so far as to say that,  
 
An EPS1130 graduate has the ability to self-manage their study, work and 
personal life. They are in touch with their passions and feel in control of their 
career path. 
 
This is significantly different from what government schools say about the pathways 
available, as they invariably link the pathways provided by the school to the 
employment or further study options available once these pathways have been 
pursued. 
 
Below Average Government Schools discuss pathways in ways that are different from 
how other school sectors do. BAGS966 prospectus has a page where the word 
pathways is used six times. It is in such schools where ‘different pathways’ means 
that students pursue significantly different curricular options based on the pathway 
chosen, as it is in such schools that students are likely to pursue vocational 
educational options (VET or VCAL) in their final years of secondary schooling. Thus, 
pathways in these schools are in effect a choice made in Year Nine between academic 
and vocation streams. 
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While most other school sectors stress VCE as the major option available to students, 
below average schools are the only ones to stress VCAL and VET. Nevertheless, this 
practical orientation of the schools is not maintained in the images they use in their 
prospectuses or videos. These never show students engaged in such learning options, 
they also never show students located outside of school, or rarely, in fact, outside of 
highly academic classrooms. Students in these schools are mostly shown engaged in 
the most traditional of academic studies in a classroom. So, while the written text 
makes clear that vocational options exist, the visual text makes such options invisible, 
and thereby diminishes any value such options might hold. It is mostly elite and non-
elite schools that have an images of students engaged in anything that might look like 
vocational educational activities. 
 
School	Life	and	Curriculum	
 
In the main, school life is divided in prospectuses into three distinct stages: Years 7-8, 
Years 9-10 and Years 11-12. Sometimes schools make minor adjustments to these 
stages – collapsing them into two stages, or in discussing Year 9 separately, 
particularly when the schools offer a special Year 9 program. However, they mostly 
schools follow a junior, middle and senior school model of dividing their marketing 
materials. What is clear is that what schools are likely to discuss in relation to these 
distinct stages of schooling differs by the school’s ICSEA score. 
 
Below average schools highlight Years 7 and 8 as a time of transition to high school 
and of students settling in (and therefore of the processes that the school provides to 
ensure a successful transition). They stress this as a time of developing skills. 
Interestingly, skills are rarely mentioned again by these schools after this period. 
Years 9 and 10 are positioned as the years where students develop independence and 
therefore is also a time when the school expects them to choose from the range of 
educational pathway options available – as already mentioned above. This is 
effectively a synonym for student tracking between academic and vocational paths. 
Although never stated as such, these years are about sorting, however, this sorting is 
always presented as being a manifestation of student freedom in students’ own 
choices: choices that, the materials make clear, are made in collaboration between the 
students, their teachers and sometimes also the students’ parents. 
 
The last years in a below average school are presented as the culminations of the 
effects of previous student choices and are therefore presented in these materials as an 
endpoint. This is rarely the case with higher ICSEA schools. In Ways of Seeing, 
Berger (1973) discusses the difference between advertisements directed toward the 
working class and the middle class as being similar to the difference between 
Cinderella and an Enchanted Castle (p.147-8). The lower in the social hierarchy a 
school is, the more likely the final year of school is presented as an endpoint and that, 
like Cinderella, students will be rewarded for their efforts by the summative 
achievement this year presents. Schools with higher ICSEA scores are more likely to 
see school as a single step on the journey that will necessarily lead to further 
education in a tertiary institution, only one item to include in the enchanted castle of 
similar achievements. As such, these higher ICSEA schools stress ‘lifelong learning’ 
as well as the life-skills they provide students so to facilitate their post-school success. 
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This means that, for instance, above average government schools continue to discuss 
the skills they provide students beyond the early years of schooling. This involves 
discussing themes that are almost never discussed in below average schools, such as 
examination preparation, study skills, student passions, authentic learning and 
academic rigour. The highest ICSEA score above average government schools do not 
discuss vocational education options at all, the ‘choices’ they offer being assumed to 
be between various academic, rather than vocational, pursuits. 
 
The elite schools divide the curriculum into the three groupings by year levels 
discussed above, however, rather than these being about transition to high school and 
skill acquisition, sorting or pursuing chosen pathways, elite schools present a 
developmental psychology approach to their stages of schooling. Their focus is on 
developing the talents and interests of students as these are linked to the 
developmental needs of students at these levels. Often it is not at all clear what the 
school intends to occur at any phase in the student’s education, other than that the 
school intends to respond to the student’s individual passions.  
 
In elite schools the outcomes of education are different to those of other schools. For 
instance, students are expected to leave school with a global perspective, critical 
thinking skills, creativity, and the ability to know the life they want to live (see 
Kenway, Bullen & Fahey 2006). These schools stress they are developing students 
able to lead, repeatedly stressing that their students will have what it takes to make a 
real difference to the world. As Connell et al (1982) discusses in Making The 
Difference, these schools are the more likely to stress community and group identity 
than are other schools. Where the below average government schools stress that 
education is a process that rewards individual effort, above average government 
schools and the elite schools stress the importance of teamwork, community and 
interpersonal skills associated with effectively working together. 
 
For instance, AAGS1075, which prides itself on the individuality and creativity of its 
students, says: 
 
Our students are seekers, users and creators of their own knowledge… 
 
AAGS1075 is a school where students feel safe to be themselves. They are 
challenged to think critically, work in teams, and given opportunities to 
demonstrate leadership and achieve success along many pathways. 
 
Here students are not only expected to work in teams, but also the pathways they find 
themselves are not intended to be interpreted as a choice between academic and 
vocational curricula, as they were in below average schools. 
 
Middle	Class	Options	in	Working	Class	Schools	
 
As mentioned above, below average government schools avoid discussing aggregated 
groups of students. The only time this rule is violated is when they discuss their 
accelerated learning programs. This is literally a streaming program, and as Ball 
(2003) points out, middle class parents are particularly keen for their children to be 
streamed into ‘high achievers’ classes. He sees the existence of such streaming as a 
key attraction for middle class parents when choosing a government school. Reay et 
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al (2011) similarly discuss how teachers, in what would be otherwise classified as 
working class schools, are primed to recognise students with a middle-class habitus 
and to therefore provide these students with educational opportunities less likely to be 
available to other students in these schools that do not share these dispositions (see 
also Weaver 2015).  
 
School BAGS979 makes this point, without explicitly alluding to the classed nature of 
its comment when it says,  
 
Students are placed in accelerated classes and enjoy the intellectual 
stimulation of students with similar learning profiles. 
 
The	Marketing	Potential	of	Vagueness	
 
Sometimes what the schools have to say about their curriculum offerings is abstract to 
the point of parody and appears designed to bamboozle rather than inform its 
audience. For example, elite school EPS1141 says that, “We are fostering dynamic 
capacity and capability in all students and staff”. Just what a ‘dynamic capacity’ is 
and whether a parent would necessarily desire this to be fostered in their child is not 
clear.  
 
Sometimes an entire paragraph is dedicated to a kind of poetic declaration of what the 
school offers, and yet, by the end, this seems to contain more poetry than substance. 
For instance, Elite school EPS1160 says: 
 
Our students are young men and women reaching the horizon of their adult 
world. We aim to convert the tremendous power of their youth into a positive 
education that endows them with resilience and a sense of balance. We ask 
them to enter into the richness of the choice we offer, to be unafraid of the 
weight of space they sense in the new territories of the future, because they 
have courage and confidence and clarity of vision. The desire for learning is a 
mark of freedom of will. We believe in the passionate impetus, the instinctive 
genius of youth, where everything is possible. 
 
With school fees in 2014 costing parents $34,020 per year 
(http://www.exfin.com/private-school-costs) one would presumably hope the school 
would do more than offer a belief in passion or merely ask students to enter into what 
is offered. 
 
Similarly, in a school’s promotional video, the principal of EPS1165 discusses a 
string of developmental curricular and pedagogical practices pursued by the school, 
but that it is difficult to imagine many prospective parents understanding what they 
are being told, despite the principal’s insistence that his ability to articulate these 
processes is what makes the difference between his school and others.  
 
The framework of this program is really about inquiry-based learning and it’s 
also one that draws all of the disciplines – it’s seen as a trans-disciplinary 
approach and that’s very important at an age when children need to make 
connections. As we move into middle school we see the trans-disciplinary 
move to an interdisciplinary and then increasingly as we prepare young people 
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for university we move to the disciplinary approach we see emerging in VCE 
and IB. For a school to be able to articulate that, and not just see the journey as 
a mixture of discrete learning opportunities, I think is very important. 
 
This assertion of school expertise highlighted in differences of ‘inter and trans’ 
disciplinary approaches is the point that is being made here, rather than any 
expectation that the parents will understand what is being said – in fact, other research 
stresses that even for teachers, “There is a lack of clarity around what constitutes 
cross-curricular approaches” (Cloonan 2015, p.136). What is clear is that this school 
sees itself as a transitional point on the life journey of its students, and not as an 
endpoint. The school explicitly sees its role as ‘preparing young people for 
university’. 
 
Buildings,	Grounds	and	Equipment	
 
Other research (Hooper 2011; Sherington, Peterson, Brice & Quin 1987; Symes 1998; 
Windle & Stratton 2013) stresses the importance a discussion on school buildings and 
facilities play in the school marketing of elite private schools. However, the current 
research shows that a focus on buildings and equipment is much more important to 
schools with a below average ICSEA score. In fact, as a proportion of the total text, 
below average schools dedicate nearly three times as much space to discussing school 
buildings, grounds and equipment than do either above average or elite schools and 
almost twice that of non-elite schools. 
 
Table 13 Sentences in prospectuses discussing facilities	
Elite 5% 
Above Average 5% 
Non-elite 7% 
Below Average 13% 
 
There are only two schools that make no mention of the physical school environment 
they provide and both are high ICSEA schools: AAGS1075 and EPS1168. Of the two 
lowest ICSEA schools in the sample, BAGS921 discusses this theme in 19% of its 
sentences (that is, in nearly one-in-every-five sentences) and BAGS935 in 25% of its 
sentences (one-in-every-four sentences).  
 
This is an important finding. It has been repeatedly found in this research that below 
average schools are much more likely to discuss the environment they provide, and 
that they do this in all senses: physical, teaching and learning, subject choice, 
discipline, and so on. These schools stress the availability of everything that is 
necessary for students to receive an adequate education – that is, they discuss at great 
length the opportunities they provide. It is then repeatedly stressed that all that 
remains for success is for students to make a personal commitment to make best use 
of what these facilities offer. Above average, elite and non-elite schools stress the 
relationships they foster between students and the dispositions they develop within 
students towards learning.  
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The	Common	as	Uncommon	
 
Lower ICSEA schools are more likely to discuss the various commonalities that all 
schools share in ways that implicitly or explicitly stress school imposed discipline.  
 
They are also more likely to stress that they provide what is necessary for school 
success, but less likely to discuss either how such success will be achieved or what 
the school will do, other than providing facilities and choices, to help students achieve 
this success. Lower ICSEA schools brand their school with school logos at a higher 
rate than other school segments and this is a function of the fact that students are 
likely to be shown at work in their school uniform, as will be discussed further in the 
next chapter. 
 
Higher ICSEA schools are more likely to discuss their end of school results than are 
lower ICSEA schools, but overall this is a limited focus for all school sectors other 
than above average schools. As will be discussed in more detail in a later chapter, the 
students attending these schools understand that future success depends upon the 
credentials they achieve from school, or rather from the university this school may 
provide access to. Here the school’s facilities per se are of less interest than the ‘soft-
skills’ the school provides.  
 
Higher ICSEA schools see high school as part of a learning journey. As such these 
schools stress their ability to meet the individual needs of students, success at such 
schools is not left to the choice of individual students, but something the school brings 
to the fore. 
 
Chapter	Summary	
 
Schools use their marketing as a means to brand themselves, and to use this branding 
to help to differentiate themselves from other schools. However, lower ICSEA 
schools are much more likely to make explicit use of their school mottos, logos and 
emblems than are other school sectors. This is particularly true since school logos 
often appear on school uniforms and these schools are the most likely to show 
students in uniform. Nevertheless, they are also the most likely to use mottos, logos 
and school emblems as a unifying motif in their marketing. 
 
School mottos show the value the school places upon particular forms of behaviour – 
that is, the motto encapsulates what the school holds to be an exemplar of what the 
school is seeking to inculcate in its students. This chapter has shown that the mottos 
schools choose are not random, but rather related to a school’s social position. The 
lower a school’s ICSEA score, the more likely its motto will focus on individual 
student effort as the basis for success. Higher ICSEA government school mottos stress 
community or team effort. Non-elite school mottos reflect the religious affiliations of 
the school, while elite schools focus both on religious themes (frequently their mottos 
are in Latin and contain a reference to the Bible) or wisdom and passion. This 
structure is repeated throughout the sample – running almost in a spiral from a focus 
on the individual in working class schools, through to community and team efforts in 
middle class schools, then to abstract self-actualisation in the ruling class schools. 
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This pattern was similarly discussed in Connell’s (Connell et al 1982) classic study of 
Australian schooling. 
 
Value statements were only found in the government schools in the sample. Again, 
when these were arranged by ICSEA score, the below average schools stressed 
respect while the above average schools stressed teamwork. It was mainly above 
average government schools that had value statements, and such statements are most 
closely associated with white collar employers in the service sector – that is, the likely 
career path for these children. 
 
Victorian schools are all required to participate in Australia wide testing known as 
NAPLAN in years 3, 5, 7 and 9. Yet very few schools mentioned these tests or the 
results the schools obtained in them. This is interesting as the results of these tests are 
intended as a means of providing objective measures to compare schools (ACARA 
2016). Academic performance, particularly in relation to Australian Tertiary 
Admission Rank (ATAR) scores (which rank students’ academic achievement over 
their two final years of high school) are mostly only discussed in the marketing 
materials of above average government schools. Below average government schools 
rarely mention the results their students achieve, but are much more likely than 
average to discuss the subject options they provide students. Elite private schools 
rarely discuss the results they obtain in their marketing either. However, while below 
average government schools are likely to have relatively poor overall results, elite 
non-government school parents are likely to expect the highest results in these schools 
anyway (something they are paying the large fees this charge for) and so these results, 
consistently among the best in the state, would be and expectation, rather than a 
distinguishing feature for such schools.  
 
All schools stress that they provide an excellent curriculum that meets student need, 
however, once again, when arranged by ICSEA score, distinct patterns occur. Elite 
schools are likely to spend significant space in their promotional material discussing 
the various curricular options they provide. They often offer the International 
Baccalaureate, but this is certainly not the only reference to special curriculum 
options in such schools. Frequently, these options are couched in terms that are almost 
incomprehensible, not unlike the promises made in advertising more generally in 
relation to other expensive products. 
 
Non-elite non-government schools are less likely to discuss curriculum per se, but do 
spend significant time discussing their religious education programs. Since many of 
these schools have a direct relationship with a religious denomination, such 
foregrounding might be expected, however, it must also be noted that many of the 
elite schools also have a relationship with a religious denomination, and yet this is not 
highlighted in their marketing in anything like the same manner. The schools to be in 
direct competition with Non-elite government schools are likely to be above average 
government schools. In this it might be worth remembering that John Howard 
(Australian Prime Minister 1996-2007) suggested that the reason parents chose non-
government schools “was because these offered clearer and firmer values” (McLeod 
& Yates 2003, p.217).  
 
Below average government schools, if they mention curriculum at all, often only 
discuss the broad array of subject options available. They are virtually the only 
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schools to discuss student streaming in the middle years of high school between 
academic and vocational pathways. They are also almost the only schools to highlight 
their accelerated and gifted student programs. Other research has stressed that such 
programs are largely supported by and designed to attract middle class parents (Ball 
2003). 
 
Below average government schools devoted the most space in their prospectuses to 
discussing their facilities, learning spaces and other educational infrastructure. These 
schools are effectively saying that they provide everything necessary for a child to 
succeed at school, but that it is then up to the child to do what it takes to make the best 
use of what the school has to offer if they are to succeed. 
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5.	Commonalities	–	Parents,	Teachers	and	School	Uniforms	
 
This chapter focuses upon the data collected regarding the roles played by parents and 
teachers in relation to the education schools provide. It also considers the iconography 
of school uniforms and how these are portrayed in these marketing materials.   
 
As in the previous chapter, the data and discussion presented here investigates the 
features that the sampled schools otherwise are considered to hold in common, for 
instance: that students have parents the marketing materials are directed towards, that 
each school has teachers who provide students with learning and are displayed doing 
so, or that schools frequently require students to wear school uniforms – are each 
shown to be handled differently by the various schools when groups according to 
ICSEA scores. 
 
Parents	
 
These prospectuses often imply, or literally state, that they are directed to students. 
For instance, BAGS979 beings with a message from the principal which says:  
 
It is with great pride that I welcome you to BAGS979 Secondary College, 
were we invite you to create your future. 
 
Despite this rhetorical device, it is not at all clear that a Year Six child would be able 
to read and understand much of the text provided in any of these prospectuses, never 
mind use what they are told to help them choose between schools.  
 
Readability	
 
Using the readability software that comes with Microsoft Word, the school prospectus 
for BAGS979, which claims to be directed at Year Six students, has a Felsch–Kincaid 
grade level of 12 – that is, Microsoft Word estimates that this text is suitable for 
someone who already has completed 12 years of schooling. The implied audience of 
these materials, therefore, is likely to be parents, rather than the students themselves. 
 
In no case was a prospectus written at a reading level appropriate for the students the 
schools are seeking to attract, that is, written at a reading level that would ensure these 
students could comfortably read the documents. Table 14 shows both the average 
number of words and the average reading grade level in the prospectuses by ICSEA 
groups. 
 
Table 14 Average number of words and reading level  
 Words Reading Level 
Elite 3076 11 
Above Average 2406 12 
Non-elite 2303 12 
Below Average 1405 12 
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The number of words contained in these documents increases with ICSEA score. 
However, elite schools are more likely to have, if only slightly, easier to read text than 
the other ICSEA grouped schools. This is possibly due to it being more likely that 
their prospectuses will have been constructed with the assistance of professional 
editors and publishers (see Pini et al 2016). Of the six above and six below average 
government schools, only one in each category had a prospectus with a reading age 
below 12. Of the elite schools, three-in-five did. 
 
It is not that these materials might exclude their own stated audience, as this is likely 
to have only been a rhetorical flourish anyway, but rather that the complexity of the 
language is also likely exclude many of the prospective parents too. This is 
particularly true in schools with low ICSEA scores and schools with high proportions 
of families from non-English speaking backgrounds. 
 
Table 15 shows the average proportion of students from language backgrounds other 
than English (LBOTE) in the schools by their ICSEA sector. 
 
Table 15 Average proportion of LBOTE students  
Elite 21% 
Non Elite 13% 
Above Average 22% 
Below Average 53% 
 
Parents in below average government schools are, by the definition of the ICSEA 
scale itself, likely to be from educationally disadvantaged backgrounds. That is, from 
an educational background that did not include finishing twelve years of schooling. 
As such, the fact that these prospectuses have a reading age that requires the 
completion of secondary school in English potentially excludes many of the parents 
likely to send their children to these schools. Table 15 shows that in below average 
schools LBOTE parents constitute over half of all parents. In some of these schools 
LBOTE families represent 70% of the student population. These schools also have, on 
average, a third of parents in the bottom quartile by ICSEA score, similarly, these 
parents are the least likely to have finished high school. 
 
Invisible	Parents	
 
Whether the parents are the explicit or implied audience, one thing is certain, they are 
rarely shown in any these marketing materials. The images show school children, 
variously engaged. Parents are almost entirely excluded. 
 
Many of the prospectuses discuss the importance of a relationship between the school 
and parents – often this is referred to as a partnership – however, what the specific 
details of this partnership might involve are rarely discussed.  
 
For instance, below average school BAGS921 says,  
 
Students, parents and teachers work together to ensure that each student is 
valued as an individual and does not face discrimination in any form. 
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Clearly, there is nothing for a parent to do in this instance of partnership. Such a 
statement is purely one showing the intent of the school to provide a safe environment 
for children, the parents’ role here is exhausted in their expectation the school will 
provide such an environment.  
 
These vague assurances stated as partnerships are common in many schools in the 
sample. For example, EPS1160 says,  
 
We encourage our parents to see that we are engaged with them in a 
partnership – committed to the education of each child. We welcome the 
involvement of family and extended family members at special occasions in 
our School life such as our Easter Service and Christmas Pageant. We 
understand the rhythms of family life, offering Before and After School Care. 
 
Again, parents attending two functions a year, presumably as audience members, 
seems a very minimal ‘partnership’ in their children’s education. 
 
Cheerleaders	
 
Frequently, parents are presented less as partners and more as cheerleaders for the 
school. The prospectuses that contain testimonials from parents never discuss the 
parent’s actual role in educating their child, other than in having the good sense to 
choose this particular school. For instance, a parent from an elite school says, 
 
EPS1130’s holistic approach to education has seen our children thrive in their 
learning and development. Both have grown in confidence and continue to 
astound us with the skills they have developed.  
 
A parent from a below average school says,  
 
My three children graduated from BAGS955 as confident young people 
excited about moving on to their life at university.  
 
In neither case is there a role for the parents other than that of spectator and booster of 
the schools’ reputations. 
 
Pathfinders	
 
Often parents are only discussed in the prospectuses in relation to their role in helping 
their children choose a pathway through the final years of schooling. As mentioned in 
the previous chapter, this is generally in the below average schools. For example, 
other than offering assurances that children will be guided through school and have 
their dietary needs considered, the only active involvement parents have in the 
BAGS966 prospectus is,  
 
Our career teachers play a vital role. They spend time with each student and 
their parents to achieve a pathway that best suits their needs. 
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The only schools that stress a role for parents which involves them being active in the 
school or in the education of their children have an ICSEA between 1000 and 1100 – 
that is, schools grouped here as non-elite and above average.  
 
For instance, AAGS1038 has an entire page dedicated to the various roles for parents 
within the school. This is by far the most space allocated to this theme by any school. 
Given that all schools are mandated to have school committees and school boards 
involving parents, it is not clear why so few prospectuses detail the availability of 
these roles or how parents might become involved in them, or with their children’s 
education more generally. AAGS1038 is also one of the few schools to mention that it 
provides information evenings for parents throughout the year.  
 
Not	Even	in	Pictures	
 
Images of parents in school marketing materials (either video or prospectus) are 
exceedingly rare. If parents are seen at all it is often as part of an undifferentiated 
mass in an audience (generally only showing the backs of their heads) or standing 
outside the school gates dropping their children off to school. In NEPS1037’s video – 
what is presumably a parent says to camera,  
 
There’s nothing sweeter than having your child come home to you to say, 
‘Mum, guess what I learnt today!’ Learning should be fun and a natural 
progression. 
 
In a school where 59% of the student population are from a language background 
other than English, and 35% of the students are in the bottom half of the ICSEA 
range, the parent chosen is an Anglo-Australian blonde woman in a business-like 
jacket, refer Image 1. The only other parent shown in the video, glimpsed briefly, is 
dropping off her children at school, and she is also blonde.  
 
 
Image 1 Parent from Non-Elite school marketing video 
AAGS1038, which, as mentioned above, has dedicated an entire page to the parent-
school partnership does not have a single image of a parent in its school prospectus, 
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other than the silhouetted backs of heads of parents seated in a hall watching a student 
performance. The image that accompanies the text that discusses parental 
involvement in the school is of a school building. 
 
Costs	of	Education	
 
Only two schools in the sample mention the cost of education; both are below average 
government schools: BAGS921 and BAGS966. The schools where, presumably, this 
information would be of especial interest to parents, that is, the non-government 
schools which charge significant school fees (often as high as the disposable income 
of someone earning the average wage), require expensive uniforms and extra-
curricular activities are invariably silent on cost. This is interesting, as presumably the 
cost of education would be of interest to parents considering sending their children to 
these schools.  
 
The same pattern is repeated when schools discuss scholarships. Of the six below 
average government schools, three discuss the scholarships that are available, 
frequently making it clear that these scholarships are to assist parents with the costs of 
education. In some cases these scholarships are awarded to ‘outstanding students’, as 
in school BAGS966. Other research has shown (Ball 2003, 2006b; Hayes 2012; Reay 
1998; Reay et al 2011) that scholarships are often awarded to students from middle 
class backgrounds, and therefore to families who are relatively better off. Schools are 
prepared to pay a premium to gain access to students with the middle-class habitus 
that will facilitate academic success both for the student and for the school (Bonnor & 
Caro 2012).  
 
There is only one above average government school that discusses the scholarships 
the school offers, AAGS1002, and this is virtually the average Australian school in 
terms of its ICSEA score. The only other school in the sample that mentions 
scholarships at all is the Elite EPS1177, but this school provides no detail on these 
scholarships other than stating they exist,  
 
A range of scholarships and bursaries is available each year for eligible 
students commencing Years 7, 9 and 11. 
 
Teachers	
 
This thesis returns to the role of teachers in school marketing materials in the later 
chapter. Here we note that teachers are almost invisible in these materials. Not only 
are they largely absent from the images presented, they are also rarely discussed in the 
texts as well. Table 16 shows the proportion of images in all materials analysed that 
contain either students, teachers or the school principal. As can be seen, students 
appear in the overwhelming majority of all images, at or over nine-in-every-ten 
images.  
 
Teachers are shown in only one-in-every-twelve images in the highest ICSEA 
schools, principals in only one-in-every-fifty images. Non-elite schools are something 
of an outlier in above average schools, with many more images of teachers than the 
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other two school groups. But below average schools are an outlier in the opposite 
direction. 
Table 16 People in images (all materials) 	
 Student Teacher Principal 
Elite 91% 8% 2% 
Above Average 90% 8% 2% 
Non-elite 95% 14% 8% 
Below Average 92% 2% 2% 
*note: percentages do not add to 100% as students, teachers and principals can appear in the same 
image and some images do not contain people. 
 
The most significant result here is the remarkable absence of teachers in the 
photographs that accompany the marketing materials of below average government 
schools. While teachers appear in one-in-twelve above average government school 
images, they appear in only one-in-fifty below average government school images.  
 
Since teachers are the most direct instrument for imposing school discipline, this 
finding may initially appear to contradict the overall contention of this thesis, 
however, the implications of this finding will be discussed in more detail in chapter 8. 
 
Teacher	Qualifications	
 
Hooper (2011) found that marketing materials from the nineteenth century often listed 
the qualifications of all teachers at the school, often going so far as to name the 
teachers. This is rarely done today in elite marketing materials. Only one school in the 
sample, non-elite NEPS1082, supplied a table showing the highest qualifications 
attained by the teachers. As Hooper says,  
 
Yet contemporary advertisements, by contrast, only rarely identify individual 
teachers, and if mentioned at all, it is only in a generic sense: they are ‘highly 
experienced’ at PLC, ‘caring and professional’ at Xavier College, ‘dedicated 
and experienced’ at Ivanhoe Girls’ Grammar School, ‘passionate’ at Loretto, 
and ‘dedicated and nurturing’ at MLC (p. 13).  
 
This finding of a generalised description of teacher qualifications has been confirmed 
here too. Any reference to teacher qualifications rarely constitutes anything like a 
major part of the text of these prospectuses. Table 17 shows that across the various 
school ICSEA groups the schools present similar proportions of text discussing 
teacher qualifications and skills, although, again below average government schools 
dedicate proportionately less text to this than do other schools.  
 
Table 17 Sentences discussing teacher qualifications	
Elite 3% 
Above Average 3% 
Non-elite 4% 
Below Average 2% 
However, what is said about teachers and their role in teaching students is highly 
dependent on the ICSEA group the school belongs to.  
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Teaching	and	Learning	
 
For example, below average BAGS935 says,  
 
Teachers gain a deep understanding of individual student’s learning needs and 
styles. 
 
Here teachers are presented as instrumental to learning in ways that present teachers 
as experts, with expert skills, or, as school BAGS966 says,  
 
Parents can be assured that their child will be guided through their secondary 
school years by committed and caring teachers who utilise the most up to date 
educational approaches and emerging technologies. 
 
Note that teachers already possess these skills, and that it is then a matter of them 
applying these skills, taking into consideration the individual needs of their students. 
 
Both non-elite and above average government schools discuss their teachers in quite a 
different way. They focus on the varied pedagogical practices their highly 
experienced and qualified teaching staff possess. These schools present their teaching 
staff as role models of lifelong learning – rather than as already fully qualified 
experts. This is particularly interesting, as no below average school discusses lifelong 
learning in any context.  
 
For below average schools teaching and learning is always transmitted from an expert 
teacher to the novice learner (Freire 2005). In non-elite and above average 
government schools, teachers are presented as also being learners, and as such being 
able to engage students in learning because they are themselves are constantly 
reflecting on their own practice and learning too. Indicative quotations from the 
prospectuses include,  
 
AAGS1038 has a large team of professional teachers and support staff that 
also live the school motto of ‘Daring to be Excellent’. Staff work in teams to 
continually revise and develop learning opportunities for students with the aim 
of making them relevant, engaging and rigorous whilst focusing on literacy, 
numeracy and curiosity. Staff also actively participate in coaching and 
professional development programs throughout the year to ensure they are at 
the cutting edge in terms of their subject knowledge and also engaging 
curriculum initiatives and practices.  
 
AAGS1075 says,  
 
Our teachers, as professionals, continue to reflect on their practice and, in so 
doing, challenge themselves to better meet the needs of their students; to leave 
spaces for students to discover things for themselves, to value their 
imagination and idiosyncratic voices. 
 
In these above average schools, there is a clear expectation that teachers will continue 
to learn and this is explicitly stated in their marketing materials.  
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One school at the top of the above average range stresses that how they teach is 
significantly different to how parents were likely to have experienced schooling. 
AAGS1092 says,  
 
Students and staff are now actively engaged in new and innovative programs 
which are very different from the closed classroom of the past, where we saw 
one teacher with students undertaking teaching and learning programs in 
isolation. 
 
As will be discussed later in this chapter, many of the materials implicitly assume that 
the teaching and learning provided at the school is relatively transparent to the 
observer, and therefore does not require explanation. Nevertheless, a statement 
regarding how different teaching practices are today never appears in below average 
school marketing materials, which instead stress the most traditional of pedagogical 
practices (c.f. Connell 2009; Kenway & Bullen 2001). 
 
Elite school teachers have more extensive roles. As EPS1130’s prospectus says,  
 
Our staff play a vital role in the social, academic and personal development of 
our young people.  
 
At these schools, teachers are much less teachers, in the sense of being concerned 
with the transmission of knowledge, and more akin to personal coaches: able to assist 
students to become fully-rounded citizens, aware of their unique talents, and able to 
identify and fulfil their passions.  
 
For example, EPS1141 says,  
 
Teachers act as mentors and advocates for each student in their care – they 
follow their progress carefully and aim to engage students in their learning and 
guide them towards a positive social culture. 
 
Just who the teachers are advocating to on behalf of students is not made clear, 
however, this is a different role to that of teachers in other schools.  
 
EPS1160 stress that they appoint teachers who,  
 
know their students well, who understand the strong arterial pulse of young 
life. 
 
This ability to understand students is reiterated throughout the prospectuses, but such 
a role is never mentioned in other ICSEA grouped schools.  
 
EPS1177 stresses,  
 
The College therefore recruits teachers who are innovative and inspirational 
and who relate well to children on all levels. 
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When videos discuss teachers as learners, it is once again restricted to schools with an 
above average ICSEA. For instance, a teacher at AAGS1024 says,  
 
It’s good for the kids to know, and it’s good for the younger teachers to know, 
that experienced teachers are always learning as well. And it creates an 
environment of support and sharing. 
 
Teachers	in	Videos	
 
One of the main differences between the prospectuses and the videos is that in many 
of the videos teachers are provided with the opportunity to speak to camera and 
therefore be involved in the promotion of the school directly, rather than being 
referred to as an abstract group with generalised characteristics. Teachers have a 
speaking role in five-of-the-fourteen videos analysed in this study. Given that teachers 
are, at best, given a single line quotation in a minority of prospectuses, this is a 
significant difference between the two genres. 
 
Ten-of-the-fourteen videos appear to have been professionally produced for the 
school. Only one of the non-professionally produced videos contains a teacher 
speaking to camera, while four of the ten professional videos do. Many of these 
professionally produced videos, particularly for government schools, appear to have 
been produced to both attract new parents, and promote an aspect of the school, such 
as the school’s innovative learning spaces (BAGS961), the use of information 
technology (AAGS1024), or the school’s curriculum (AAGS1092). It appears that in 
these cases the videos have been paid for either by the Education Department or a 
technology company. 
 
The principal of non-elite NEPS1037 introduces and closes the video. However the 
discussion of the school’s benefits is left to students, parents and teachers. This 
produces a powerful impact, as it implies that the school is confident that everyone 
connected to the school can be relied upon to praise its achievements.  
 
In contrast, both EPS1160 and EPS1165 present only the principal speaking. Above 
average state schools are likely to have only students speaking, with them either 
creating the video text and reading it as voice over (AAGS1046), or in face-to-camera 
roles discussing the merits of the school (AAGS1050). 
 
The video for AAGS1053 has students speaking directly to camera and this is the 
only instance in any of the marketing materials where teachers are mentioned by 
name or where a teacher’s individual talents are discussed.  
 
As will be discussed in further chapters, above average government schools are 
focused on developing interpersonal skills in their students, and so it is unsurprising 
that these would be the schools to have students as the creators and narrators of school 
videos. 
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Teachers,	Spaces	and	Technology	
 
Many videos focus on the benefits of a school’s innovative learning spaces. Below 
average ICSEA schools often focus this discussion on the school’s pedagogical 
practices and innovative learning.  
 
For instance, BAGS961 presents a teacher saying,  
 
The spaces invite students in. So if you are looking at learning as something 
you want students to engage in and you want them to learn to self-direct in, 
then the spaces themselves have to support that notion. So, it sort of mirrors in 
its design what we want from learning, which is active, it’s exploratory, it’s all 
about curiosity and inquiring and it’s very much about us working together in 
a very collaborative way, so all of those features that we want for learning are 
actually mirrored in the design of the building. 
 
Teachers	as	Professionals	or	as	Employees	
 
How schools refer to teachers in their marketing materials differs by the ICSEA 
groups they belong to. Table 18 shows the average number of times schools in the 
ICSEA groups use either the word ‘teacher’ or ‘staff/employees’ in their 
prospectuses. I have not subtracted references of support staff that are not teaching 
staff, as this was such a rare distinction as to be irrelevant. 
 
Table 18 Teachers Vs Staff	
 Teacher Staff Ratio Teacher to Staff 
Elite 5.2 4.4 1.2 : 1 
Above Average 6.4 3.5 1.8 : 1 
Non-elite 4.5 23 0.2 : 1 
Below Average 4.3 1.7 2.5 : 1 
 
The non-elite result in Table 18 is anomalous, and this is because one of the schools 
discussed various staff satisfaction surveys and inflated the result. Nevertheless, even 
ignoring this group of schools, the pattern is clear. Below average schools are the 
least likely to mention teachers at all, but when they do, they refer to them as teachers, 
rather than as staff or employees.  
 
Referring to teachers as staff increases with increasing ICSEA score, with elite non-
government schools being almost equally likely to use either word. The difference 
between being referred to as a teacher and as a staff member is significant as only one 
of these terms stresses a person’s professional status. This matches with other 
research (Reay 1998; Lareau 2003; Ball 2006b) that pointed out that working-class 
parents view teachers as professionals and as their social superiors, while middle-
class parents see teachers as employees and even their social inferiors. The fact that 
teacher is used by below average schools, while elite schools refer to staff reflects 
these classed relationships. 
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Students	in	Uniforms	
 
Uniforms play an important role in branding schools and therefore have an important 
part to play in school marketing materials. The colours of the school uniform are 
nearly always used throughout its marketing as a major design feature. Two of the 
government schools with videos do not have a school uniform – both are above 
average and they are both ‘senior’ high schools, that is, schools for students in their 
final two or three years of secondary school. In both cases these schools are seeking 
to project an image that highlights the age and maturity of their students. AAGS1024 
refers to itself as, ‘A workplace of learning’, while AAGS1053 stresses it provides a 
relaxed environment that is different from other schools.  
 
As one student at AAGS1053 says,  
 
Heard about the environment, it’s just such, it’s a so much better environment 
than normal schools. Just the way things run and ah, how much responsibility 
is put on the students, rather than the teachers to get the students to perform. 
 
Only one of the schools with prospectuses does not have a school uniform 
(AAGS1075), and this is also an above average school, one which repeatedly stresses 
the creativity of its students and the school’s concern that students can express their 
individuality.  
 
There is only a single school prospectus that has nothing at all to say about the 
school’s role in developing students as individuals (BAGS955). Nonetheless, only 
AAGS1075 makes the point that individuality is somewhat hard to express in a school 
where everyone is dressed in identical uniforms. AAGS1075 stresses,  
 
The importance we place on individuality is explicit in our encouragement of 
young people to make their own decisions about their dress within the 
framework of a well-publicised dress-code.  
 
Curiously, of the eight full-page images presented in this school’s prospectus, three 
(see Image 2) are of students dressed identically: in sports, musical band and drama 
uniforms.  
 
 
 
  
Image 2 AAGS1075 Students in Various Uniforms 
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Elite non-government schools display the most images of students out of school 
uniform – at least, if AAGS1075 is excluded from the sample of above average 
government schools (given it has no school uniform, and so this distorts the overall 
figures for this group of schools) – when AAGS1075 this school is excluded the 
proportion of images of students out of uniform falls from 29% to 8%.  
 
As detailed in Table 19, nearly one-in-five images in the elite school prospectuses 
presents students out of uniform. This preference highlights the emphasis, by way of 
visual cues, these schools place on extra-curricular activities and learning 
opportunities outside of the school gates. A useful point of comparison here is the fact 
that the students in below average government schools are never shown not wearing a 
uniform. 
 
Table 19 Students in and out of uniform 
 School 
Uniform 
Sport 
Uniform 
No Uniform Blazer 
Elite 64% 
 
16% 19% 5 of 5 
Above Average 64% 7% 29% (8% 
without 1075) 
 
3 of 6 (bottom 3) 
Non-Elite 89% 7% 4% 
 
2 of 2 
Below Average 95% 5% 0% 4 of 6 
 
Blazers	and	Middle-class	Iconography	
 
The design of school uniform chosen also provides visual cues to how the school 
wishes to be viewed. This is particularly true of the non-government schools, all of 
which have traditional school uniforms including blazers. School blazers, to the extent 
that they resemble the sorts of clothes worn in white-collar occupations, give a school 
an air of being academically focused and in preparing students for careers in such 
occupations.  
 
School blazers have also long been associated with non-government schools (Hooper 
2011), and so government schools incorporating these into their school uniforms are 
likely to be read by parents as seeking to be ‘like’ non-government schools in other 
ways too (Yates 2001). In the sample of school prospectuses analysed two-thirds of 
the below average government schools incorporated a blazer in their uniform. 
However, only half of the above average government schools included a blazer and 
these were the bottom three ICSEA scored schools in this group.  
 
Below average government schools appear to be hyper-vigilant in their displays of 
academic discipline, particularly in relation to school uniforms. As was said before, 
the schools without a school uniform were all government schools, but none of them 
had a below average ICSEA.  
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A	Community	Within	and	Beyond	the	School	
 
Only Elite schools talk in their marketing videos of community or of developing 
students to take their role in the world beyond school as leaders.  
 
The principal of EPS1160 says,  
 
The fact that the community’s here, together, with the staff, resident in one 
place just gives such a feel of community that’s a really powerful 
combination. 
 
The principal of EPS1165 ends his video by saying,  
 
We believe that what we are doing here is creating an environment where all 
of our young people get a sense of the way in which they can have a positive 
influence on this community, and by building a sense of confidence in them 
increasingly show how they could bring that sense of influence to their local 
community, national community and also the international community. We 
see very realistically that already students in a school setting are showing great 
leadership not just locally but abroad as well.  
 
Elite schools are keen to promote their ability to develop cosmopolitan skills in their 
students (Rizvi & Lingard 2010) – lower ICSEA schools never mention this. 
 
While chapters 4 and 5 focused on those attributes the sampled schools share and yet 
are shown to treat differently according to their ICSEA score, chapters 6 and 7 focus 
on word choice and use (via a corpus analysis – chapter 6) and word use in context 
(chapter 7) to again investigate if these are impacted by the schools’ ICSEA scores.  
 
Chapter	Summary	
 
If parents are the main audience for these materials then the fact that these materials 
have a reading age that implies the reader will require 12 years of education to read 
them comfortably supports the contention in the research (see, for instance, Gewirtz et 
al 1995) that these materials are primarily directed at middle class parents. It is also 
surprising how rarely the role parents might play in their child’s education is 
discussed in these materials.  
 
The roles parents might play in the schools – either in actively helping their children 
with school work or by engaging with the school community by participating in the 
governance of the schools – is mentioned by one school above average government 
school in the sample of thirty-one schools. Below average government schools often 
mentioned that parents can be involved in the process of streaming in the middle 
years of high school that tracks students for academic or vocational pathways. For 
most schools, if they mentioned parents at all, it is in terms of the role parents play as 
cheerleaders for the school, with parents quoted in marketing explaining the 
wonderful opportunities their children have received.  
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The costs of education, particularly in the elite non-government schools, are 
significant. In the final years of schooling fees can equate to the annual disposable 
income of the average Australian employee per child. And yet these costs are rarely 
mentioned in the school’s prospectuses or marketing videos. In fact, the only schools 
to mention the costs of schooling were the below average government schools – 
ironically enough, the schools most people might assume provide a ‘free’ education.  
 
Teachers are almost entirely missing from school marketing materials, both in voice 
and in the images accompanying these materials, but again this is particularly true of 
the below average government schools. Since these schools are expected to provide 
the strictest forms of discipline and since teachers are the main way in which 
discipline is dispensed in schools, this might seem an unexpected finding. Although 
teachers are rarely seen in these schools’ marketing, and certainly never shown as 
disciplinarians in any school sector, the lowest ICSEA schools overwhelmingly show 
images of the effects of strict discipline in the images they display. These images 
display the most traditional pedagogies being enacted on the bodies of students who 
are shown gazing in rapt attention at a teacher almost invariably out of frame and yeet 
unquestioningly in control of the classroom. 
 
Below average government schools stress that their teachers have the professional 
qualifications necessary to make a difference to the education of their students. No 
below average government school mentioned their teachers being on a life-long 
learning journey, something that many of the above average and non-elite non-
government schools stressed. Below average government schools say nothing that 
might undermine the assumed professionalism of their staff. Higher ICSEA schools 
mention life-long learning since their teachers having skills to continue learning is 
seen as the best means of inculcating such an attitude in their students – something, 
presumably, middle class parents are more aware is a necessity today (See Brown et 
al 2011; Sennett 2006). The most elite schools emphasise their teachers’ skills in 
developing a student’s all-round abilities, particularly in nurturing innate talents and 
passions. 
 
The use of the word ‘teacher’ rather than ‘staff’ or ‘employee’ also depends on a 
school’s ICSEA score, with higher ICSEA schools much more likely to refer to 
teachers as employees or staff. Lower ICSEA schools refer to teachers by their 
professional name. This reflects other research (see Reay 1998) that suggests that 
middle class parents are likely to see teachers as having similar, if not lesser, 
qualifications than themselves and for these parents to see themselves standing in an 
employer/employee relationship with teachers. 
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6.	Language	–	Corpus	Analysis	
 
The words schools use to describe the education they provide their students and how 
these choices differ from other schools presents a powerful tool to illuminate the 
preoccupations, concerns and preferences of different schools and groups of schools. 
 
This chapter presents the data collected from a corpus analysis of text of the 19 
prospectuses once these had been arranged by the four ICSEA groups. Comparisons 
have then been made between these groups of schools showing patterns in which 
schools overuse certain words while underusing others when compared to other 
groups of schools. 
 
These patterns according to word use by ICSEA group are shown to move from the 
most explicit discipline and a preoccupation with facilities for the lowest ICSEA 
schools, through to stressing people skills, collaboration and the attainment of 
credentials for schools between the average school and one standard deviation above 
average, to the most elite schools focused on students innate natures, assuming 
internalised self-discipline and using the most abstract terms for the educational 
experience they offer. 
 
Corpus	Analysis	
 
This chapter presents a simplied corpus analysis (Bondi 2007; Clark 2007; Duguid 
2007) of the words used in the prospectuses and organises these into the four ICSEA 
grouped schools to see if there are patterns to the use of particular words given 
ICSEA location. This analysis provides the highest-level comparison of the language 
used by schools. The following chapter will provide an analysis of the use of language 
within context.  
 
As Duguid says, “Comparative statistical analysis can reveal the existence of repeated 
patterns of discourse and can indicate how significant such linguistic events are, how 
typical or exceptional in the type of discourse under study” (p.73). Generally, this 
form of analysis is used on a large corpus of text, and is performed using computer 
software designed to identify patterns in that text using a statistical analysis (Bondi 
2007; Clark 2007; Duguid 2007).  
 
The analysis performed here is simplified in the sense that since the corpus of text is 
limited to that which appeared in the 19 prospectuses, this analysis could be 
undertaken using Microsoft Excel. The analysis was directed at uncovering the same 
patterns in these texts: that is, which words were and were not used in the context of 
particularly schools as grouped by their ICSEA scores and how did the use of words 
vary when compared to the expected rate of use of words across the four ICSEA 
school groupings. 
 
To perform the corpus analysis, the total number of words in all prospectuses has 
been calculated (see Table 5 on page 36). This was then used as the denominator to 
divide the number of words found in the four subgroups of prospectuses defining the 
four ICSEA groups as described in chapter 3. This provided a percentage of the 
expected proportions for the use of the chosen words for each sector.  
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Foucault (2002) and Lakoff (1987) make it clear that the categories we choose as 
tools for analysis simultaneously hide as they illuminate. With this in mind, the words 
chosen have a strong association with education, particularly within the state of 
Victoria, Australia.  
 
Categories	of	Words	
 
To highlight the patterns found in Tables 20 to 23 words have divided into four broad 
categories related to the kinds of dispositions expected of the students or what the 
school itself believes it brings to the educational experience. These four over-arching 
categories are: 
 
Credentials (Table 20) – anything to do with the credentials students are expected to 
earn (either to enable further study or future employment) from their time at the 
school. Words such as Award and Certificate are perhaps the best exemplars of this 
category. Any discussion of the final year qualifications associated with schooling in 
Victoria are the Victorian Certificate of Education (VCE), The Victorian Certificate 
of Applied Learning (VCAL) and Vocational Education and Training (VET) are also 
included. Other words that relate to how students achieve these credentials – such as 
Knowledge, Skills, and Curriculum are likewise included here. 
 
Attitudes (Table 21) – the internalised dispositions that the school is seeking to instil 
or find in its students. These include words associated with learning, such as: 
Discovery, Curious, Creative, Critical, Thinking or Understanding.  
 
Team (Table 22) – students seeing themselves as belonging to a world larger than 
themselves, this includes words such as: Citizen, Community, Social as well as 
Friend, Team and Peer. Other words that only make sense when students are 
understood as standing in relation to others, such as: Respect, Support, Together and 
Wellbeing are included also. 
 
School Motivation (Table 23) – the role played by the school in motivating a 
student’s education. That is, the attitudes the school claims to inspire in its students, 
such as: Engagement, Choice or Inspiration – but unlike the Attitudes category 
above, the agent responsible is the school itself, rather than the students. This 
category includes the concrete things the school provides: Technology for instance, 
and those things that the school requires to be done by students if they are to succeed, 
such as Homework, or that the school provides students with, such as various 
Electives or study options, or assurances that the school teaches in a Rigorous manner. 
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Table 20 Absolute frequency of the use of Credential words 
 Elite 
Above 
Average Non-elite 
Below 
Average Total 
Achieve 13 53 13 25 104 
Award 3 21 0 7 31 
Career 7 20 1 9 37 
Certificate 3 9 0 11 23 
Curriculum 15 45 9 27 96 
Knowledge 19 26 4 9 58 
Results 5 10 4 2 21 
Skills 39 46 3 20 108 
University 3 20 0 10 33 
VCAL 0 13 1 11 25 
VCE 12 62 8 26 108 
VET 2 21 1 9 34 
Vocational 2 9 0 6 17 
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Table 21 Absolute frequency of the use of Attitude words  
 Elite 
Above 
Average Non-elite 
Below 
Average Total 
Able 15 13 0 5 33 
Behaviour 0 1 2 5 8 
Change 16 7 3 2 28 
Cognitive 2 0 0 0 2 
Commitment 41 11 0 5 57 
Confidence 22 6 1 9 38 
Create 49 28 11 4 92 
Critical 3 4 1 0 8 
Curious 11 2 0 0 13 
Courage 14 0 0 0 14 
Discover 25 8 0 2 35 
Dream/s 6 2 0 1 9 
Energy 19 0 0 0 19 
Enthusiasm 6 1 0 0 7 
Explore 25 6 2 4 37 
Gifted 0 3 1 4 8 
Happy 8 3 0 2 13 
Imagination 7 1 1 1 10 
Innate 6 0 0 0 6 
Intellectual 11 1 0 2 14 
Know/ledge 20 26 4 9 59 
Leader/ship 34 36 22 24 116 
Love 16 1 2 2 21 
Mind 27 2 0 1 30 
Passion 17 3 0 3 23 
Require 0 5 1 9 15 
Resilient 20 3 3 0 26 
Rigour 2 5 0 1 8 
Scholar/ly 0 2 0 0 2 
Study 12 69 1 25 107 
Talent 16 5 5 8 34 
Think 9 7 1 1 18 
Understand 34 12 3 6 55 
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Table 22 Absolute frequency of the use of Team words  
 Elite 
Above 
Average Non-elite 
Below 
Average Total 
Belong 5 5 7 5 22 
Celebration 6 11 9 5 31 
Citizen 1 5 1 3 10 
Club 2 11 4 2 19 
Collaboration 3 7 0 1 11 
Community 49 37 27 17 130 
Competition 13 17 2 4 36 
Contribution 11 15 2 5 33 
Culture 8 13 3 7 31 
Family 15 5 2 5 27 
Friend 14 11 0 0 25 
Independent/ance 12 13 3 6 34 
Individual 39 8 7 18 72 
Network 7 2 4 0 13 
Partner 7 10 0 4 21 
Peer 5 19 7 4 35 
Respect 14 20 1 11 46 
Responsibility 17 25 2 6 50 
Social 16 12 7 3 38 
Support 31 66 20 43 160 
Team/Teamwork 15 37 5 9 66 
Together 18 11 4 3 36 
Wellbeing 10 12 5 1 28 
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Table 23 Absolute frequency of the use of School Motivation words 
 Elite 
Above 
Average Non-elite 
Below 
Average Total 
Care 33 8 6 19 66 
Challenge 33 7 5 9 54 
Choose 8 32 1 25 66 
Coach/ing 3 3 2 1 9 
Computer 2 10 1 8 21 
Course 4 7 2 11 24 
Develop 72 52 21 32 177 
Elective 5 6 0 17 28 
Empower 5 1 1 0 7 
Encourage 28 27 6 14 75 
Engage 19 14 1 7 41 
Enable 13 10 2 5 30 
Extension 0 8 1 7 16 
Facilities 14 22 4 18 58 
Guide/ance 4 6 2 1 13 
Homework 0 6 0 5 11 
Innovate 6 5 1 1 13 
Inspire 27 3 2 1 33 
Journey 7 4 3 1 15 
Learn/ing 133 132 33 82 435 
Math(ematics) 3 21 1 27 52 
Offer 22 23 11 40 96 
Opportunity 40 47 25 39 151 
Path/way 5 39 8 17 69 
Subjects 19 54 3 51 127 
Teach/er 45 66 19 34 164 
Technology 13 27 6 32 78 
 
The words used in the prospectuses of the ICSEA grouped schools reflect both the 
form of discipline felt to be needed if students attending these schools are to succeed 
in the pathways available to them. The following discussion considers which words 
are over or under used by schools in these ICSEA groupings and the implications of 
these variations. The discussion focuses on the use of language chosen by the four 
ICSEA groups in turn, from lowest to highest, and in relation to the four overarching 
themes identified above.  
 
Below	Average	Government	Schools	
 
Table 24 provides the words that below average government school prospectuses 
contain across the four organising categories discussed above. It has grouped these 
according to those words that do not appear at all in these prospectuses but are used 
by other grouped schools, those that appear at half the expected rate, and those that 
appear at twice the expected rate.  
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Table 24 Words by rate of use in below average government school prospectuses 
Categories Not Used 
Used at Half 
Expected Rate 
Used at Twice 
Expected Rate 
Credentials  Results Certificate 
   VCAL 
Attitudes Critical Change Behaviour 
 Enthusiasm Commitment Gifted 
 Resilient Discover Require 
  Dream  
  Imagination  
  Love  
  Passion  
  Rigour  
  Think  
  Understand  
Team Friend Club  
 Network Collaboration  
  Peer  
  Social  
  Team  
  Together  
School Motivation Empower Coach Choose 
  Guide Course 
  Journey Extension 
   Homework 
   Mathematics 
   Subjects 
   Technology 
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Credentials	
 
 
Figure 1 Credential words used by below average schools 
Below average government schools have around the expected frequency for just under 
half of the words in this category. The words they are over-represented using: 
Certificate, University, VCAL and Vocational stress a utilitarian perspective of the 
value of school. Nonetheless, that this group of schools use Results at half the 
expected rate is telling. 
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Attitudes	
 
 
Figure 2 Attitude words used by below average schools 
The words over-represented in this category: Behaviour and Gifted set the tone – the 
schools are concerned with managing behaviour and in providing access to extension 
or gifted student programs. The word Require appears at three-times the expected 
rate, and similar to the stress on Behaviour, this word has punitive connotations. 
There are no instances of the use of the words Resilient (taken throughout this thesis 
to mean a student’s internally manifest discipline, rather than discipline that is 
externally imposed), or Critical. These schools are under-represented in all words that 
signify student agency, for instance, Curious, Discover, Think or Understand.  
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Team	
 
 
Figure 3 Team words used by below average schools 
Connell et al (1982) make the point that working-class schools stress the individual 
and downplay solidarity. This is shown here since no words achieved twice the 
expected rate of use in this category of words. The words that are not used at all: 
Friend and Network, and those that are used at half the expected rate, such as 
Collaboration, Social and Together, highlight the kind of isolation Connell referred 
to. This silence shows a preference for discussing students apart from their peers, as 
individuals rather than groups. The fact Individual and Respect are used at near 
expected proportions speaks to this as well. 
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School	Motivation	
 
 
Figure 4 School Motivation words by below average schools 
These schools overuse words related to the mechanical, technical and punitive aspects 
of school motivations. Students are given Choices, but mostly these concern the 
courses or pathways the school provides or the facilities on offer. The schools are less 
likely to discuss their role in Inspiring, Coaching or Guiding students and that none of 
these schools use the word Empower is also telling.  
 
Analysis	
 
Middle class parents considering sending their children to below average government 
schools are likely to seek reassurance that their children will be separated from those 
they consider too undisciplined and not interested in school work (Ball 2006b; 
Berlinger 2003, 2008; Reay et al 2011). This means that such parents want these 
schools to stress policies aimed at maintaining school discipline, while also providing 
streaming programs that separate students who want to learn from those that these 
parents consider do not.  
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Half of the uses of the word Gifted are from the prospectuses of below average 
government schools (more than twice the expected use). The only group of schools to 
not use the word Gifted at all are the elite ones. Previous research (Ball 2006b; 
Berlinger 2003; Reay 1998) has shown that streamed courses in schools (such as 
those designated here by terms such as Gifted or Accelerated Learning) are dominated 
by children of middle-class parents. In fact, research has shown that middle-class 
children dominate such classes even when other children have qualifications that 
would better justify their being placed in such a course (Ball 2006b; Berlinger 2003). 
There are 5 schools that discuss their Select Entry Accelerated Learning (SEAL) 
programs – 4 are below average schools and one is the lowest scoring above average 
school. 
 
Below average schools stress the facilities they provide. They are over-represented in 
their use of words that discuss the technology schools provide and the range of 
courses, subjects and electives students can choose between. Their uses of the words 
Offer and Choice are well above what would otherwise be expected. But the 
advantages these might provide students are only available to those prepared to put in 
the effort and respond to the school’s discipline.  
 
It is only the government schools that use the word Homework – and in the case of 
below average schools they use this word at over twice its expected frequency. Below 
average schools also use Behaviour at well above the expected frequency. As 
mentioned already, these schools stress their ability to provide a disciplined work 
environment. 
 
Below average schools avoid terms that refer to the student body as a whole, or as a 
collective. These schools are under-represented in the use of all words that imply 
students working together. Thus, words such as: Collaboration, Peer, Together and 
even Friend are under-represented, and sometimes not used at all.  
 
The only words in the Team category these schools use at approaching the expected 
frequencies (and even in these cases, still falling below expectation) are to do with the 
outside world beyond the confines of the school (Community, Citizen) or when they 
discuss the individual and the individual’s attitudes to respect. These schools 
overwhelmingly stress students as individuals (see Connell et al 1982) and their 
achievements as linked to individual effort and attributes made manifest by the 
discipline that the school imposes. 
 
There are all too obvious silences here. These students are never presented as being 
Curious, Studious, or Creative – in the list of words concerned with the Attitudes 
students bring with them to the school. Here what is left silent forms a heart-breaking 
catalogue of the things these students are never expected to become.  
 
The focus of these schools is on disciplined hard work in which the terms, pace and 
content of that work is dictated by someone else (see Anyon 1980 or Brown et al 
2011). This is stressed by both the words these schools use in their prospectuses, as 
well as the words they avoid using. 
 
 	
		 	 	 90	
Above	Average	Government	Schools	
 
Table 25 provides the words that above average government school prospectuses 
contain across the four organising categories discussed above. It has grouped these 
according to those words that do not appear at all in these prospectuses, those that 
appear at half the expected rate, those that appear at twice the expected rate, and the 
words that are only used by schools from this group. 
 
Table 25 Words by rate of use in above average government school prospectuses 
Categories Not Used 
Used at Half 
Expected Rate 
Used at Twice 
Expected Rate 
Only Schools 
to Use Word 
Credentials   Award  
   University  
   VET  
Attitude  Behaviour Rigour Scholar/ly 
  Confidence Study  
  Curious   
  Enthusiasm   
  Passion   
  Resilient   
  Talent   
Team  Family Collaboration  
  Individual Team  
  Network Peer  
School Motivation  Care Pathway  
  Challenge   
  Empower   
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Credentials	
 
 
Figure 5 Credential words by above average schools 
These schools are over-represented in the use of every word that implies students 
receiving a credential for their studies, and in eight of these words they account for 
over half of all uses of these words by all schools. Clearly, these schools stress all 
aspects of gaining credentials as important. 
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Attitudes	
 
 
Figure 6 Attitude words by above average schools 
The words that are over-represented in this category imply student agency, 
particularly in the sense of students needing to work hard to achieve, rather than them 
having innate abilities that school might help bring to the fore. Words such as 
Critical, Knowledge, Scholarly and Study are all used at above the expected rate, 
while words such as Curious, Love, Passion, Resilient and Talent are underused. That 
this sector underuses the word Behaviour does much to distinguish it from below 
average government schools. 
 
The use of the word Discover is interesting here. It implies a significantly different 
pedagogical stance and attitude to learning than words such as Study or Know. While 
above average schools use this word slightly below the expected rate, it is worth 
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noting that the use of this word by elite and above average schools account for 94% of 
all 35 instances. 
 
Team	
 
 
Figure 7 Team words by above average schools 
These schools are over-represented in virtually all words in this category, particularly 
with words that imply joint action: Collaborations, Competition (only possible in 
relation to another), Friend, Peer, and Team. Interestingly, they are under-represented 
in the use of the word Individual. Network is similarly under-used, and although it 
may be drawing a long bow, Bauman (Bauman & Donskis 2013) makes it clear that 
networks are always centred on the individual, “Unlike communities, networks are 
individually put together and individually reshuffled or dismantled, and rely on the 
individual will to persist as their sole, however volatile, foundation” (p.26).  
 
 
 	
33% 
23% 
35% 
50% 
58% 
64% 
28% 
47% 
45% 
42% 
19% 
44% 
38% 
11% 
15% 
48% 
54% 
43% 
50% 
32% 
41% 
56% 
31% 
43% 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
EXPECTED	%	
BELONG
CELEBRATION
CITIZEN
CLUB
COLLABORATION
COMMUNITY
COMPETITION
CONTRIBUTION
CULTURE
FAMILY
FRIEND
INDEPENDENT/ANCE
INDIVIDUAL
NETWORK
PARTNER
PEER
RESPECT
RESPONSIBILITY
SOCIAL
SUPPORT
TEAM/TEAMWORK
TOGETHER
WELLBEING
		 	 	 94	
School	Motivation	
 
 
Figure 8 School Motivation words by above average schools 
The words these schools are over-represented using are those associated with student 
agency. Choice, Extension, Guidance, Homework, Pathway and Rigour all figure 
predominantly, while more abstract words such as Challenge, Empower and Inspire, 
although used, are under-represented. 
 
Analysis	
 
The children that attend above average government schools are likely to go on to 
work in white-collar, service sector jobs. These children require two things above all 
else: academic credentials and interpersonal (people) skills. Therefore, these schools 
use words focused on how they develop these attributes. These schools beat their 
expected word count for every single word related to Credentials – even those related 
to ‘vocational’ options, such as VCAL and VET qualifications, which might be more 
closely associated with below average schools.  
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The Attitudes these students bring with them to school mostly relate to hard work (in 
much the same way below average students are). However, the students at these 
schools are also presented as being Scholarly, Creative and have Abilities, words 
which below average schools do not connect with their students.  
 
These students are particularly defined by their engagement with Teams, and more 
particularly in teams within the school itself. They Collaborate, engage in Teamwork, 
have more Peers than Friends (but are over-represented in both), show Respect and 
are rewarded by the school with a concern for their Wellbeing. 
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Non-Elite	Non-Government	Schools	
 
Table 26 provides the words that non-elite non-government school prospectuses 
contain across the four organising categories discussed above. It has grouped these 
according to those words that do not appear at all in these prospectuses, those that 
appear at half the expected rate, and those that appear at twice the expected rate. 
 
Table 26 Words by rate of use in non-elite non-government school prospectuses 
Categories Not Used 
Used at Half 
Expected Rate 
Used at Twice 
Expected Rate 
Credentials Award Knowledge Results 
 Certificate Skills  
 University VCAL  
 Vocational VET  
Attitude Able Confidence Behaviour 
 Commitment Explore Leadership 
 Discover Knowledge  
 Dream Require  
 Enthusiasm  Think  
 Happy Understand  
 Intellectual   
 Mind   
 Rigour   
Team Collaboration Competition Celebration 
 Friend Contribution Community 
 Partner Family Network 
  Respect Peer 
  Responsibility Social 
School Motivation Elective Computer Coaching 
 Homework Enable Opportunity 
  Extension  
  Inspire  
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Credentials	
 
 
Figure 9 Credential words by non-elite schools 
The students in these schools have very similar ICSEA scores to those in above 
average government schools, however, these schools are much less likely to speak 
directly about the concrete credentials they give access to. They do not mention at all, 
for instance, Award, Certificate or University. Nonetheless, the sector is over-
represented in its use of more abstract words that also imply credentialing, such as, 
Achieve and Results. It may be that because these schools are seen as private, they can 
assume that parents will not need to be reminded that this is a central concern for the 
school – however, their focus is quite different in this category to the concerns of 
above average government schools. 
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Attitudes	
 
 
Figure 10 Attitude words by non-elite schools 
These schools stress the Behaviour, Talent and Leadership qualities of their students. 
They are under-represented in virtually all of the abstract words in this category such 
as, Courage, Energy and so on. Although Love is used at the expected rate it is 
important to note that this is used in all cases in relation to the love of God that the 
schools seek to develop in their students – rather than a love of learning. These 
schools are much less likely to discuss how they develop students as active learners in 
the sense of them being responsible for their own learning – so are under-represented 
in words such as Confidence, Explore or Understand. However, these schools do use 
words such as Create, Resilience and Talent at about the expected rates. While one 
school in this sample uses the word Gifted it should be noted that this refers to the 
appointment of a teacher as the Gifted and Talented Coordinator. 
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Team	
 
 
Figure 11 Team words by non-elite schools 
It is here in the use of words related to team building that the similarities between 
above average government schools and non-elite schools are most evident. As in 
above average schools, these students are being prepared for jobs that will require the 
people skills needed to work in service industry jobs. If the non-elite schools can 
afford to ignore discussing Credentials, perhaps on the basis that the parents may 
already be convinced such students will gain such Credentials anyway, discussing the 
people skills the schools need to instil in their students is less optional. These schools 
are over-represented in their use of words (sometimes by three-times the expected 
rate) from this category: such as Belong, Celebration, Community, Network, Peer, 
Social and Wellbeing. However, they are under-represented in the use of 
Collaboration, Friend, Partner and Responsibility. Often these schools are religious 
in nature and so the focus the provide is on community building and ensuring children 
feel they belong within that community – the words they are under-represented in 
here are generally more associated with school work, rather than community building. 
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School	Motivation	
 
 
Figure 12 School Motivation words by non-elite schools 
These schools use most of these words at the expected rate. The support these schools 
provide is particularly highlighted – words like Coaching and Guidance are over-
represented. Words not used at all are also instructive here, such as, Elective, 
Homework and Rigour. Other words to do with student choice are mostly avoided: 
such as, Choose, Course, Empower and Subjects. 
 
Analysis	
 
It is harder to speak about the non-elite non-government schools, as so few 
prospectuses from these schools have been analysed and those that have relate only to 
schools in the systemic Catholic sector. These schools often occupy a somewhat 
contradictory location within the Australian education market (Campbell et al 2009). 
They were originally set up to ensure students were taught according to the faith of 
the Catholic Church, but lately, with the expansion of private school education within 
the Australian education system particularly following with the Whitlam Labor 
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Government (Campbell & Proctor 2014), these schools have drawn non-Catholic 
parents since they provide a cheap alternative to other forms of non-government 
education (Campbell et al 2009).  
 
These schools are much more likely to discuss the community they are seeking to 
create, but to also stress their disciplined school environment that is, at the same time, 
composed of creative students focused on achievement. They draw from parents who 
are disaffected by and even fearful of the public education system, but lacking in the 
academic habitus that would otherwise ensure success. Nevertheless, it is curious that 
these schools so rarely mention the clear manifestations of school success in terms of 
the credentials they can help students achieve.  
 
It is likely that the price barrier such schools impose could be seen by prospective 
parents as a guarantee that only ‘people like us’ will attend such schools (see Teese 
2011) and that the need to stress academic pathways and credentials are therefore less 
important for these school than it is to government schools – especially above average 
ones, that these schools would otherwise appear to have most in common with. 
Nevertheless, these schools similarly focus on developing community and 
interpersonal skills, and given such skills are central to the likely career paths of the 
students attending these schools, this focus is not surprising.  
 
The schools do not place as much emphasis on choice as government schools do. The 
costs of such an education, although significantly less than those associated with elite 
schools, still imply that parents send their children to these schools because they are 
seeking a traditional academic education for their children and as such this does not 
need to be made explicit in the texts. 
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Elite	Non-government	Schools	
 
Table 27 provides the words that above average government school prospectuses 
contain across the four organising categories discussed above. These categories are 
grouped according to the words that do not appear at all in these prospectuses, those 
that appear at half the expected rate, those that appear at twice the expected rate, and 
the words that are only used by schools from this group. 
 
Table 27 Words by rate of use in elite non-government school prospectuses 
Categories Not Used 
Used at Half 
Expected 
Rate 
Used at Twice 
Expected Rate 
Only 
Schools to 
Use Word 
Credentials VCAL Achieve   
  Award   
  Certificate   
  Curriculum   
  University   
  Vocational   
Attitudes Behaviour Study Commitment Courage 
 Gifted  Curious Energy 
 Require  Discover Innate 
   Enthusiasm  
   Explore  
   Happy  
   Imagination  
   Intellectual  
   Mind  
   Passion  
   Resilience  
Team  Celebrate   
  Citizen   
  Peer   
  Support   
School Motivation Extension Choose Empower  
 Homework Course Inspire  
  Subjects Challenge  
  Technology   
 
 
 	
		 	 	103	
Credentials	
 
 
Figure 13 Credential words by elite schools 
There is not a single word in this category that these schools use above the expected 
rate. The only two words that are at the expected rate are Knowledge and Skills – 
neither of which are strictly Credentials, but used in this category since they help 
students achieve credentials. It is hardly surprising that these schools would be the 
least likely to speak of vocational pathways, however, they also barely mention 
University, the Victorian Certificate of Education (the academic accreditation for 
completing high school) or even Careers. The strictly utilitarian aspects of a school 
education are barely discussed by these schools – something that significantly 
distinguishes them from both groups of government schools. 
 
 	
35% 
13% 
10% 
19% 
13% 
16% 
33% 
24% 
36% 
9% 
0% 
11% 
6% 
12% 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
EXPECTED	%	
ACHIEVE
AWARD
CAREER
CERTIFICATE
CURRICULUM
KNOWLEDGE
RESULTS
SKILLS
UNIVERSITY
VCAL
VCE
VET
VOCATIONAL
		 	 	104	
Attitudes	
 
 
Figure 14 Attitude words by elite schools 
If elite schools are under-represented in their use of words relating to Credentials, 
they are overwhelmingly represented in the words used to describe the academic 
dispositions of their students. This is particularly true with all abstract aspects of such 
a disposition, aspects it is difficult to see how these schools could either assess or 
teach (c.f. Bourdieu & Passeron 1979). For instance, their students are Curious, have 
Enthusiasm, Love, Passion and are Resilient. They are the only students that have 
Natures and Innate abilities, Energy and Courage. But the words these schools never 
use in relation to their students are just as instructive. Their students are never 
discussed in relation to Behaviour, certainly not in relation to the school needing to 
manage their students’ behaviour, nor are any of them discussed as being Gifted or 
even Scholarly. The word Study is also under-used here, presumably since this would 
imply effort and might therefore not sit well with the notion of bringing out the 
natural abilities of their students. 
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Team	
 
 
Figure 15 Team words by elite schools 
Many of the words in this category hover at approximately the expected level. They 
are over-represented in the use of words that stress the friendliness of the school 
environment – including the word Friend, but also Together, Network, Family (often, 
as noted by Symes (1998), in relation to the school community itself, rather than the 
student’s actual family) and Community. They are under-represented in words such as 
Citizen, Club and Peer, often preferring more concrete and locally specific words in 
cases where these words might be used – that is, stressing individual activities rather 
than general ‘clubs’ and, as already mentioned, stressing the school as a community 
rather than discussing society more generally. Connell et al (1982) mentions this 
preference for ruling class schools to establish class solidarity as a distinguishing 
feature, particularly when compared with working-class schools. This theme is also 
evident in Anyon’s (1980, 1981) research – that Network is over-used here stresses 
this point. 
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School	Motivation	
 
 
Figure 16 School Motivation words by elite schools 
Given the ideological commitment and obvious necessity for such schools to support 
notions of school choice, it is perhaps counter-intuitive that they are under-
represented in the use of the word Choice. This is also true of those words discussing 
choice of pathways such as Course, Elective, Extension and Subjects. Otherwise 
punitive words such as Homework and Require are also under-represented.  
 
Words associated with school as a place to develop more abstract abilities are all 
over-represented, such as, Develop, Empower, Engage, Enable, Innovate, Inspire and 
Journey. 
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Analysis	
 
As was mentioned earlier, elite private school marketing is the main form of 
marketing that has been analysed in the Australian context, and this thesis largely 
confirms the findings of this previous research. The students likely to attend these 
schools can be assumed to have available to them all the attributes and advantages of 
an academic habitus (Bourdieu and Passeron 1990), so much so that academic success 
can be virtually taken for granted (Teese and Polesel 2003). If referenced at all, it is in 
the most cursory terms where nothing but the bare facts are presented. This is evident 
in this quote from an Elite school prospectuses: 
 
EPS1168 is one of the top academic co-educational schools in Victoria. 
 
A wide range of VCE subjects is available and results consistently show a 
100% pass rate with subject results frequently at the A+ and A levels. 
 
Short and to the point, academic achievement at this level has been, in the words of 
Teese and Polesel (2003) ‘colonised’, with failure exported beyond the school gates. 
For this reason, these schools are under-represented in their use of all words related to 
Credentials. Parents are not likely to see school as an endpoint to their child’s 
education, but rather as a stepping stone along the path of their child’s academic 
journey. The credentials their child earns here, then, are one more step on that path.  
 
As is discussed elsewhere (Charles 2014; Howard & Gaztambide-Fernández 2010; 
Power et al 2003; Stevens 2007), breadth of subject choice is not necessarily 
appealing to higher ICSEA schools – where despite references to students being 
encouraged to find themselves, the options available are overwhelmingly academic. 
 
If these schools have less need to discuss gaining Credentials, they make up for this 
by discussing their students Attitudes. It is remarkable how frequently this group of 
schools either uses these words at double their expected rate or are the only schools to 
use these words at all. They are the only group of schools where students have 
Natural abilities that need to be considered and nurtured by the school. They are the 
only schools where students hold Innate skills. Their students are Enthusiastic, have 
Energy, Courage, Passion, Love and Resilience. Their students are also presented as 
Confident, Curious and Committed.  
 
Like above average government schools, elite schools are over-represented in their 
use of words related to Teams. However, there are differences here too. Elite schools 
are more likely to use words related to students as individuals and to present them as 
possessing skills likely to help them become their own person. Leadership is a word 
that is used extensively by all schools, however, the kinds of attributes that are 
required of a leader, such as, Courage, Confidence, and Enthusiasm are all over-
represented in the elite school prospectuses. Over half of all uses of the word Create 
or Creative occur in these prospectuses – below average government schools hardly 
use these words at all. 
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A	Sense	of	Self	
 
The following words appear only in Elite school prospectuses: self-belief, self-
directed, self-esteem, self-expression, self-knowledge, self-manage, self-motivated, 
self-sufficient, and, ironically enough, selfless. These schools also used the terms self-
confidence, self-disciplined and self-worth which, while also being used by other 
school groups, are used less frequently in them.  
 
The ‘self’ words used by other sector schools are also telling. Above average 
government schools use: self-assessment, self-directed, self-reliance and self-respect 
– matching the needs of the neoliberal subject towards self-surveillance (Foucault 
1984). Below average government schools use self-confidence, self-directed and self-
discipline, with the last being particularly telling in reiterating the focus of these 
schools on a disciplined school environment. The only such ‘self’ word used by non-
elite schools was self-worth.  
 
It is not just that elite schools overwhelmingly use these ‘self’ words, but that each 
school grouping’s choice of words is indicative of the social roles that their students 
are being groomed for. Why might below average schools mostly speak of self-
discipline, but elite schools speak of self-expression? Such consistencies speak to the 
hidden curriculum (Margolis et al 2001) operating in all schools. To the extent that 
these schools are seeking to market themselves to attract particular parents aware of 
the class location of these schools, it can also be assumed that the schools choose 
language so as to appeal to these parents.  
 
The notion that only the parents of the most elite schools would want their children to 
leave school with self-esteem, self-belief or be capable of self-expression, while the 
middle ranking school parents would prefer their children to leave school being self-
directed and the lowest ranking school parents want a focus on self-discipline 
provides a telling snapshot of this hidden curriculum at work. 
 
The	Use	of	Exclusive	‘We’	and	‘I’	
 
It is surprising how frequently Elite school marketing materials make use of the 
exclusive ‘we’ (Fairclough 2003, 2006). That is, the use of the words ‘we’ and ‘our’ 
such that these exclude the reader from the plural pronoun. For example, school 
EPS1160 says: 
 
We offer our girls and boys outstanding opportunities and we expect them to 
be taken. We form a respectful partnership—of adults and children. We 
understand that challenge. Academically, we are a non-selective school. We 
have confidence in our students and in what is possible in each of them. We 
ask them to value the richness of mind, to see quality in themselves and others 
and to accept that they belong to an entire world of intellectual discoveries. 
We enable them to contribute to that great inheritance. We believe, innately, 
that they will. 
 
Often the ‘we’ refers to the school itself, often independent of either the teachers or 
even the principal. For instance, “At EPS1160, we have been educating young people 
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for over 150 years.” However, this use of the exclusive we is in contrast with these 
schools’, often emphatic, assertion of education being a partnership or collaboration.  
 
In lower ICSEA schools, the ‘we’, unlike in the quote above, has clearer agency. For 
example, BAGS955 says,  
 
Our goal is to prepare our students for exciting futures beyond school.  
 
Or BAGS935, 
 
We are focused on helping our students become confident successful learners 
and we place a very high emphasis on academic achievement, homework and 
student behaviour. 
 
One of the elite schools (EPS1141) uses a textual motif where it begins many of the 
later pages of their prospectus with the words “We are…” However, this places the 
sentences in present continuous tense and sometimes this undermines what the 
intended message. For instance, the sentence, “We are committed to building 
innovative and environmentally sustainable facilities” implies such do not currently 
exist. Elsewhere in this prospectus, the ‘we’ changes meaning from a generalised 
notion of the school, “We are promoting outstanding academic achievement”, to the 
students themselves, “We are engaged and motivated to learn”. These two sentences 
occur immediately after each other, violating what ought to otherwise be the 
requirement of a consistent subject for consecutive sentences. In another instance, it is 
not entirely clear what is being done or by whom, “We are fostering dynamic capacity 
and capability in all students and staff”, although, presumably the ‘we’ here relates to 
an abstract notion of the school and therefore remains exclusive of the reader. 
 
Elite schools are much more likely to use the exclusive we form. Table 28 provides 
the absolute frequency of the use of pronouns and possessives in the prospectuses by 
schools following the ICSEA groups above. 
 
Table 28 Pronouns in Prospectuses   
 Elite Above 
Average 
Non-elite Below 
Average 
Total 
I 14 56 2 14 86 
Me 2 10 0 2 14 
My/self 10 40 1 4 55 
Our 385 103 45 91 624 
Own 34 14 3 3 54 
Their 220 162 32 86 500 
Them 94 25 1 7 127 
Themselves 23 14 0 3 40 
They 125 32 14 24 195 
Us 17 5 2 0 24 
We 273 62 28 55 418 
You/r/self 32 23 0 21 76 
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Table 29 presents the same information, but compares the expected frequency of these 
words with that found in the prospectuses.  
 
Table 29 Proportion of pronouns by ICSEA grouped schools 
  Elite Above Average Non-elite Below Average 
Expected 35% 33% 10% 21% 
I 16%	 65%	 2%	 16%	
Me 14%	 71%	 0%	 14%	
My/self 18%	 73%	 2%	 7%	
Our 62%	 17%	 7%	 15%	
Own 63%	 26%	 6%	 6%	
Their 44%	 32%	 6%	 17%	
Them 74%	 20%	 1%	 6%	
Themselves 58%	 35%	 0%	 8%	
They 64%	 16%	 7%	 12%	
Us 71%	 21%	 8%	 0%	
We 65%	 15%	 7%	 13%	
You/r/self 42%	 30%	 0%	 28%	
 
Symes (1998) discusses how the use of ‘we’ in these texts is, “an impersonal form of 
prose in which the mode of address is indirect and formal, and tends to refer to 
students in the collective rather than individualised sense, keeping them at arms 
length…” (p. 142).  
 
However, what is notable here is that this use has remained consistent for elite schools 
for nearly twenty-years. It is also important to note that this use is much less likely in 
the other ICSEA grouped schools. Or instance, while non-elite schools use ‘we’ at 
approximately the expected rate, both government school groups use it at around half 
that rate. 
 
The use of exclusive we, particularly and overwhelmingly by elite schools, has the 
dual effect of drawing the reader close (the choice of first person is one in which we 
are being told a personal story by the school), but the exclusiveness of the ‘we’ 
(where ‘we’ refers to the school, and so does not include the parent being spoken to) 
means the reader is also being instructed by an expert and thereby excluding us as 
audience. An audience simultaneously brought near and held at a respectful distance. 
 
As Bauman (2000) says, “’We’ is the personal pronoun most used by leaders” (p.65). 
He goes on to say that counsellors do not use ‘we’ as they no longer believe that 
groups are anything more than collections of individuals. These distinctions seem 
reiterated here with the ruling class schools use of ‘we’ reinforcing Connell’s 
(Connell et al 1982) view of class solidarity, above average schools focused on the 
uses of ‘I’ or ‘my’ and thus stressing the individual student and below average 
schools providing a more ‘objective’ view by avoiding pronouns altogether. 
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Above average schools seek to stress interpersonal relationships, but these can only be 
a feature of text that first stresses the individual as the agent of such relationships. 
Most uses of words such as I, Me and Myself are used in above average government 
school marketing materials. These schools are the most likely to promote and quote 
individual students discussing the benefits of their schools. The only school that was 
not an above average that devoted a large space in its marketing effort to students 
talking about their learning experiences was a non-elite school – that is, a school with 
a similar ICSEA score to the above average schools.  
 
The patterns discussed in this chapter point to how schools present themselves given 
the social class needs of their students and the forms of discipline their parents will 
feel attractive when deciding upon a school to send their children to. The next chapter 
analyses how words have been used in context in these school promotional materials 
and how words with similar overall rates of usage differ according to the ICSEA 
location of the schools. 
 
Chapter	Summary	
 
The corpus analysis showed that the above average government schools were the 
most likely to discuss credentials. These students need to rely on the credentials they 
can achieve from school if they are to have a life-style comparable to that of their 
parents (Brown & Hasketh 2004). In this case the texts of the marketing materials 
used by the schools servicing these students predominate in the use of words 
associated with credentialing. Often these schools provide over half of all uses of the 
words in this category. Below average government schools also mention many 
credentialing words at a higher rate than expected, however, the differences in which 
words are used between these two groups of school is telling. Below average schools 
are over-represented in their use of words related to the literal credentials schools 
offer (Victorian Certificate of Education for instance), but under-represented in their 
use of words concerning either the results obtained by their students or in words 
relating to knowledge acquisition. 
 
The schools least likely to discuss credentials at all were the non-government schools. 
These schools stand in an inverse relationship with the below average government 
schools, in that they barely mention the symbolic rewards for participation in 
schooling, such as certificates, but focus almost entirely on more abstract conceptions 
such as, knowledge or a generalised notion of ‘achievement’ that students will acquire 
merely by attending the school. Performance on high stakes testing regimes such as 
the Victorian Certificate of Education are generally not mentioned at all, since such 
success is likely to have been assumed by those reading these materials. 
 
The attributes that students are expected to bring with them to school or are expected 
to develop while at school also vary by the grouped schools. Below average 
government schools are under-represented in virtually all such words – particularly 
those implying higher order cognitive skills such as creative thinking or creativity. 
Sadly, almost the only words in this category that the lowest ICSEA schools are over-
represented in using are Discipline and Giftedness – with giftedness being a 
euphemism for the streaming of middle-class children into segregated classrooms in 
what are otherwise mostly working class schools (Ball 2003; Reay et al 2011). 
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Non-elite schools are similarly under-represented in their use of words related to the 
attributes students bring with them to school, but unlike below average schools they 
do use words associated with higher order cognitive skills. Above average 
government schools hardly use the word behaviour at all. The words they use are 
associated with the attitudes of mind and creativity they instil in their students. 
 
It is the elite schools that dominate this category. Their students have the most 
abstract attributes (passion, love, energy and so on) and are often the only school 
sector to use such terms. Their students have natures and innate skills. This is a 
manifestation of the advertising technique that asserts that a product will not make 
one beautiful, but rather bring one’s natural beauty to the fore (Fennis & Stroebe 
2010). 
 
These materials stress that students in below average schools are ‘individuals’, and 
this is something that has been noted in other research (see Connell 1977, Connell et 
al 1982 for instances). These schools barely use words that evoke images of students 
in groups. That is, words such as team, friend, collaboration and even celebration. 
This could hardly be more different from the text of above average government 
schools, where the schools’ stress their role nurturing and developing interpersonal 
skills. The fellow students that attend an above average school are less likely to be 
viewed as a potential threat (physically aggressive or uninterested in education and 
therefore disruptive – see Reay et al 2011) by middle-class parents and so references 
to groups of students is not avoided, but actively reinforced. In the below average 
schools the marketing points to the facilities and opportunities on offer for individual 
students; in above average schools the focus is on developing interpersonal skills and 
credentials.  
 
Riesman (2001) referred to the need for the new middle class to become ‘other-
directed’ and this is reflected in how above average government schools are over-
represented in their use of all words in which students are expected to interact with 
one another – from team to club, citizen to friend. Very similar patterns are found in 
the elite and non-elite schools too, but, as Connell et al (1982) stress, social solidarity 
as a mode of being remains most evident in ruling class schools. 
 
While below average government schools offer all of the things objectively necessary 
to succeed, it is the higher ICSEA schools that stress the intangibles that lead to 
success. They stress study skills that will lead to student success, with even one above 
average school student in their testimonial quoting a teacher that the teacher 
themselves they took personal responsibility for the success or failure of their 
students. Clearly, being prepared to take such personal responsibility for the potential 
actions of others is only possible if one can rely on the academic habitus of one’s 
students (Bourdieu & Passeron 1979). The most elite schools are likely to speak in the 
most abstract terms about what they provide their students. Whether this be 
empowerment or challenge – the definition of such terms is often left to the 
imaginations of the readers.  
 
There is a clear distinction between the use of pronouns in the most elite and virtually 
all other schools. The use of first person pronouns, particularly in relation to the use 
of ‘we’, is something that marks elite school marketing as significantly different from 
other school sectors. Here the personal closeness of the use of ‘we’ and ‘our’ is 
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balanced by the fact that this is virtually always used to exclude the parents reading 
the documents from this ‘we’. It serves to remind the parents that although they are 
buying a deeply personal product for their family, they are also buying the skills and 
abilities of the school and that these are exclusive in all senses. Above average 
government schools often contain testimonials from students and so they are over-
represented in the use of personal pronouns: I, me and my. Again, this relates to the 
schools seeking to create a person capable of interpersonal interactions and the 
recipient of credentials. Below average schools use the most impersonal prose – only 
matching the expected rate of word usage with the second-person ‘you’. Even the 
pronouns that might imply groups of students (we or our) are avoided. 
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7.	Language	–	Words	in	Context	
 
The previous chapter provided a simplified corpus analysis focused on the frequencies 
at which various words occurred in the prospectuses when schools were categorised 
by ICSEA score to show that rates of word use varied by ICSEA grouped schools. 
This chapter analyses how words associated with schooling are used in context in 
these prospectuses. This analysis is concerned with whether there are any discernible 
differences in how schools use words associated with education and if so whether 
these differences are related to the ICSEA scores of the schools. This analysis relies 
extensively on Fairclough (1989; 1992; 2006) and (Gee 1990, 2014) in considering 
the social implications of language use: questions such as, who is given agency (in the 
case of the learning verbs considered) and how language is being used to construct 
discipline as either imposed or expected to be manifest by students are key frames for 
this analysis. 
 
The chapter finds that while groups of schools can often use words associated with 
education at rates approximating their expected frequencies for word use, when these 
words are considered in the context used by schools once again patterns emerge 
showing the lowest ICSEA schools stressing the varieties of options available that 
individual students must take up, while higher ICSEA schools stress the learning 
skills they provide their students, with the most elite schools the only ones to use 
words like respect in terms of the school showing respect for students. Again, the 
differences between the ICSEA grouped schools is highlighted.  
 
This chapter completes the linguistic analysis of these marketing materials once they 
have organised according to their ICSEA score. The comparisons made here are 
between the proportions of schools in the ICSEA groups that used the words at all and 
then the proportion of those schools that used the words in particular contexts. The 
words considered are words that have a clear relationship to education – such as 
pathway, choice, learning, skills and a series of words that can be associated with 
Bloom’s taxonomy. It is found that not only are higher order thinking skills mostly 
only discussed by schools with the highest ICSEA scores, but these schools are also 
more likely to use general learning words to stress the most abstract aspects of 
schooling – the inverse being true of lower ICSEA scoring schools, that stress the 
most concrete aspects of these words. 
 
Opportunities,	Choice	and	Pathways	
 
It might seem reasonable to expect that the most affluent schools would have the 
greatest range of options available for students and that it would be these schools that 
would devote a larger part of their marketing effort to discussing the opportunities, 
pathways and choices their students enjoy. In fact, nearly the exact opposite is the 
case, as was discussed in the last chapter. As we saw in Table 23, government schools 
are more likely to use Choose than are non-government ones.  
 
While all schools analysed speak to the opportunities they provide students, of the 
choices and pathways available, there is a clear divide between both the frequency 
with which schools discuss these and what they are likely to say when they do discuss 
these. 
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Don’t	Mention	the	Competition	
 
Given that the obvious point of these marketing materials is to encourage parents to 
choose this school over all others, it is rare for schools to ever mention other schools 
other than in vague terms.  
 
Two of the schools that mentioned other schools are below average schools 
(BAGS955 and BAGS979) and one is an elite school (EPS1130). In two of the three 
cases the references to other schools are presented in testimonials from parents or 
students. For instance, EPS1130 has a cut-away quote from a parent saying,  
 
Every day we drive from (a suburb 15 kilometres away from the school 
location or what Google Maps suggest will take 25 minutes each way, and 
therefore past numerous other schools) and every day, when I see the joy and 
fulfilment my son expresses about school, I know it is truly worth it. 
 
School BAGS955 quotes an international student saying, “I can’t see myself being 
anywhere else.” 
 
While school BAGS979 has the principal saying, “Selecting a secondary school is one 
of the most important decisions a parent and child can make”. 
 
While this last is clearly a comment about choice, it is also one that could not make 
the notion that other schools might be considered any more vague. That these are the 
only allusions to other schools in the nineteen prospectuses, and therefore the only 
times that literal school choice is alluded to shows that direct choice is not the key 
focus of these materials. 
 
Choice	in	General	or	Subject	Choice	
 
As we can see, when the word Choice is used in these materials it is rarely about 
school choice, but rather either about the choice of subjects available at the school or 
a more general, and much less specified, notion of choice. Table 30 provides the 
proportions of schools by ICSEA sector that use the word Choice and whether this 
relates to students being provided a choice of subjects or of them being provided with 
choices that are simply not specified. 
 
Table 30 Schools that use the word Choice  
 Subject General Choice Not Used 
Elite 1 of 5 2 of 5 2 of 5 
Above Average 67% 33% 0 
Non-Elite 1 of 2 0 1 of 2 
Below Average 3 of 6 0 3 of 6 
 
The word Choice is used quite infrequently in these materials. Overwhelmingly, it is 
government schools that use the word – 57 of the 66 instances (86%). Where half (3 
of 6) of the below average government schools use the word and all but one of the 
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above average government schools (5 of 6) use it, and three of the five elite schools 
do so.  
 
However, not only is the word used at different rates by the various school sectors, it 
is also used differently by these schools. The government schools (both below and 
above average) and non-elite private schools use Choice in relation to the variety of 
subjects on offer. Two government schools also use Choice to discuss the vocations 
students may obtain given the opportunities the school offers.  
 
Two of the above average government schools use Choice in much less specific terms 
(that is, they mention choice as a kind of general concept unrelated to any specific 
options available), while none of the below average government schools speak of 
Choice in these vague terms.  
 
Two of the elite schools, similarly, use Choice in this non-specific form, while only 
one of the elite schools uses Choice in relation to subject choice, that is, choice as a 
specific action their students might make.  
 
Unspecified	Pathways	
 
This vagueness concerning the meaning of Choice, or choices without a referent, also 
occurs with how Pathway is used by higher ICSEA schools. The elite schools rarely 
discuss any concrete mechanics of the pathways they offer. The word itself is mostly 
used by government schools, as was shown in the previous chapter (that is, in 56 of 
the 69 uses or 81% of instances). 
 
Table 31 provides the proportions of schools that use Pathway in various contexts by 
ICSEA sector. Pathway can be used to discuss vocational pathways post-school, the 
academic pathways post-school the school facilitates, whether the school discusses 
giving students a choice between pathways that lead alternatively to employment or 
further academic study, if the school discusses pathways through the school 
curriculum itself or it can be used in a way that does not specify what is meant at all. 
 
Table 31 Schools that use the word Pathway  
 Vocational Academic 
Work or 
Academic 
School 
Curriculum 
Not 
Specified 
Elite 1 of 5 0% 0% 0% 1 of 5 
Above Average 3 of 6 2 of 6 5 of 6 1 of 6 3 of 6 
Non-Elite 0 0 0 0 1 of 2 
Below Average 4 of 6 1 if 6 2 of 6 1 of 6 2 of 6 
 
Government schools are most likely to use Pathways in all contexts, both in terms of 
pathways through school and in terms of where such pathways may lead. Elite 
schools rarely discuss pathways at all and are just as likely to be vague if they do use 
the word.  
 
This may be because the pathways students take in non-government schools are 
relatively more fixed (with school inevitably leading to further study) or that they are 
understood to be more likely to be influenced by the parents rather than the school. 
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Bourdieu and Passeron (1979) say that one of the things distinguishing members of 
the inheritor class (compared with those disinherited by the system of education) is 
that the pathways taken by the inheritors are more likely to be influenced (if not 
determined) by family and friends – while the disinherited must rely on what can be 
gleaned from teachers and career counsellors. Similar findings have been also 
observed in the Australian context by Connell (1977). This may explain why the 
discussion of pathways by these schools is less likely to occur than in schools in the 
government sector. 
 
Unsurprisingly, below average schools discuss vocational pathways, while above 
average schools present these as a choice between vocational and academic paths. The 
only above average schools to use Pathways in relation to vocational pathways (rather 
than as a choice between vocational and academic) were the three lowest scoring 
ICSEA schools in this category. 
 
The way the ICSEA scale has been constructed means that those schools with a low 
score are from families with the least experience with the education system (c.f. Reay 
1998). Given this lack of experience, these schools might be expected to focus on 
ways to clarify the various pathways available to students. However, as already seen, 
the pathways these schools discuss are mostly vocational.  
 
Above average government schools are more likely to discuss Pathways in its various 
forms than most of the other school sectors. Not only did this school sector account 
for nearly 60% of the uses of the word itself, they also used it in the greatest variety of 
ways. The students of these schools are presented as actively engaged in choosing the 
pathways they are to take through life, therefore, the schools discuss at length the 
alternatives they provide their students so that these pathways could be realised out of 
the preferences made by the students themselves. As was seen in the last chapter, this 
sector is more likely to discuss all forms of credentialing, and therefore present all 
pathways as potentially leading to success.  
 
Elite schools mostly ignore the topic of Pathways all together, as they also do with 
questions of choice more generally. If the word is used at all, it is in the context of the 
school allowing individual students to find their own path through life. 
 
Opportunities	Given	and	Taken	
 
All schools say they provide Opportunities to their students and use the word in this 
way. They used Opportunities at rates closer to the expected proportional usage than 
either Choice or Pathway. However, opportunities can be either given to students or 
taken by them (a matter of agency), and it is the higher ICSEA schools where the 
students themselves are presented as taking opportunities while the lower ICSEA 
schools mostly discuss the opportunities they provide students. Table 32 shows the 
proportions of ICSEA grouped schools where Opportunity is used such that students 
are the agents. 
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Table 32 Schools that use Opportunity with Students as the agents	
Elite 4 of 5 
Above Average 5 of 6 
Non-elite 1 of 2 
Below Average 3 of 6 
 
Table 32 shows only half (three of six) of the below average schools used 
Opportunity as something students choose, while only one each of the above average 
and elite schools failed to use Opportunities in this way.  
 
Opportunity is used differently by context. Elite and above average schools use the 
word to refer to the opportunities they provided given their extra-curricular programs, 
or those they provide in art, music or sport – non-elite and below average schools 
almost never discuss these. Non-elite and elite schools are the only ones to discuss the 
opportunities they provide for students to participate in the religious life of the school 
– although, this is most likely in Catholic schools.  
 
Learning	Opportunities	
 
It is only government schools that discuss Opportunities as relating to the learning or 
the curriculum they offer or in terms of gifted students being able to ‘fast track’. 
Below average schools never discuss the opportunities they provide in relation to 
study skills, but are over represented in using Opportunities in relation to ‘leadership 
opportunities’ and in general, so that opportunities are not actually defined – they are 
only beaten this non-defined usage by elite schools. 
 
Below average schools present their role as being exhausted after they have provided 
the necessities for a successful education (particularly in terms of an academic 
education), and there is often a silence from these schools regarding the likelihood of 
their students either taking up these opportunities or in how the school will actively 
work to provide ways for these opportunities to become outcomes (Teese 2011).  
 
Learning	
 
As with Opportunities, an unsurprisingly, all schools discuss Learning and use the 
word extensively in their marketing materials. They do so at a rate matching their 
expected usage given the total number of words in all prospectuses (see Table 23). 
However, there are clear differences and preferences to how schools discuss learning.  
 
Table 33 details the context in which the word ‘learning’ appears. Five contexts are 
discussed: the learning Environment, learning Strategies, learning Social Skills, 
Learning Needs and again using the word learning in a way that leaves what is being 
learnt Non-specified. In this case the proportions show the frequency of each of these 
uses, rather than the proportion of these schools using the word in this way. 
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Table 33 Use of Learning by context  
 
Environ-
ment Strategies 
Social 
Skills 
Learning 
Needs 
Non-
Specified 
Uses of 
Word 
Elite 
 
39% 46% 2% 0 13% 132 (35%) 
Above Average 
 
60% 33% 2% 1% 4% 132 (35%) 
Non-Elite 
 
83% 17% 0 0 0 33 (9%) 
Below Average 71% 12% 1% 14% 2% 82 (21%) 
 
Elite schools are less likely to use Learning regarding the learning environment they 
provide than any of the other school groups. Learning environment here refers to the 
physical environment of the school – the technologies and classrooms they provide. 
Elite schools are more likely use Learning to refer to the learning strategies they teach 
or to use Learning in ways that have no specific referents at all – these schools are 
three times more likely to use the word vaguely than are the above average schools – 
and above average schools use the word in this vague way at double the rate below 
average schools do.  
 
One-in-three uses of the word Learning by above average schools concerns learning 
strategies. In Anyon’s (1981) research, she says students attending middle class 
schools are being prepared for jobs requiring them to deal with bureaucratic processes 
where being able to locate, identify and apply procedures is a key aspect of their 
future work. That is, that they are being trained to follow procedures. Higher middle 
class students are taught to be creative and to develop strategies to find novel 
solutions to problems. It seems that the fact above average schools are nearly three 
times as likely to discuss learning as ‘learning strategies’ when compared to below 
average schools can be understood using distinctions from Anyon.  
 
The majority of students with ‘learning needs’ are likely to be located (or even 
residualised) in below average government schools (see Lamb 2007; Teese 2011). 
Nevertheless, that ‘learning needs’ constitutes one-in-every-seven uses of the word in 
below average schools is a somewhat surprising result, as other research has shown – 
and theory predicted (Blackmore 1999) – that such schools stress their academic 
credentials (their accelerated learning programs, for example) rather than discuss the 
needs of their student population (such as their English as Second Language 
Programs). However, these schools are almost the only ones to mention special 
learning needs at all, they are never mentioned in non-government schools. 
 
Learning	with	Energy,	Enthusiasm	and	Freedom	
 
Other than the word Learning itself, there are also words that are only used in relation 
to the student learning that occurs in elite schools. For example, four-of-the-five elite 
schools spoke of their students’ natural abilities, natural enthusiasm or even natural 
energy. No other school sector spoke of their students in these terms.  
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Likewise four-of-the-five elite schools spoke of their students’ possessing Curiosity. 
The only other school in the sample to do so was above average government high 
school AAGS1038 which spoke of the “college focus on literate, numerate and 
curious young people”. Needless to say, none of the elite schools linked their student 
curiosity to their being literate and numerate.  
 
The other word virtually reserved for elite schools was Freedom. Yet again, four-of-
the-five elite schools use this word in relation to their students, virtually always in 
relation to their students’ growing independence and self-reliance. The only other 
school to use the word Freedom is above average government school AAGS1075, 
which uses it in relation to their policy to do without a school uniform. 
 
Anyon’s (1981) research makes clear that one of the dividing lines between the 
schools she visited was how students understood themselves in relation to the 
possession and production of knowledge. In her sample only upper middle class 
students had a clear belief that they could create knowledge (p. 21). Anyon’s 
explanation was that since these students were being groomed for jobs such as 
designers, journalists or artists – that is, for jobs where the creation of knowledge was 
an essential component – this meant these students needed to have a relationship to 
knowledge that assumed an active and creative role in its production. This current 
research finds much the same result. The only schools to mention that students might 
produce their own knowledge were schools well above Australia’s average school 
(AAGS1038, AAGS1075, AAGS1082 and AAGS1160) – three of these being in the 
top quarter of all schools (that is, with an ICSEA above 1067). Graduates from these 
schools are likely to go on to work in occupations where skills requiring the 
production of knowledge will be necessary.  
 
Bloom’s	Taxonomy	
 
Bloom’s Taxonomy is used to understand the developmental nature of the learning 
process, distinguishing between various learning tasks by the level of cognitive 
complexity those tasks present the learner (Churchill et al, 2011). Bloom’s Taxonomy 
is used as a structuring paradigm in both Australian pre-service teacher training and in 
Australian schools more generally – that is, it is something used and understood 
throughout the Australian education system as providing such a developmental 
continuum upon which students can be assessed.  
 
The taxonomy is a list of six gerunds: Remembering, Understanding, Applying, 
Analysing, Evaluating and Creating. These gerunds are ordered from least to most 
complex learning ability: that is from merely ‘remembering’ to the most challenging 
of ‘creating’ new knowledge. Table 34 shows the proportions of schools by ICSEA 
sector that use words that can be associated with this taxonomy. 
 
Table 34 Prospectuses using words related to Bloom’s Taxonomy  
 Knowledge Think Analytical Critical Creative 
Elite 4 of 5 4 of 5 1 of 5 3 of 5 5 of 5 
Above Average 6 of 6 3 of 6 1 of 6 2 of 6 5 of 6 
Non-Elite 1 of 2 1 of 2 0 1 of 2 2 of 2 
Below Average 1 of 6 1 of 6 1 of 6 0 1 of 6 
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In Table 34 only one of the six below average schools use the word Knowledge, while 
eleven-of-the-other-thirteen schools do. This is consistent with Anyon’s findings in 
the US, where Knowledge was understood as separate from the life expectations of 
many students in low-SES schools. The previous chapter showed that in overall 
proportions, the only school segment over-represented in the use of the word 
Knowledge was the above average government schools – the below average schools, 
again, were significantly underrepresented when looking at the absolute use of this 
word in their materials. 
 
Below average schools hardly use any of the Bloom’s Taxonomy words (that is, to 
think, to analyse, to be critical, or be creative). At best, each word is used by only one 
school in the group of schools, and this is not always the same school. In fact, any of 
these fives learning words were only used in the prospectuses of two of the below 
average schools, meaning that four-of-the-six schools did not use any of these words 
in their prospectuses. Every other school from the three other ICSEA groups used at 
least one of these words, often more than one. Even when below average schools did 
use these words, they used them less frequently than did the schools in other sectors. 
Table 35 shows the average number of times these five words were used in school 
prospectuses by ICSEA sector. 
 
Table 35 Number of times words related to Bloom’s Taxonomy are used  
Elite 9 
Above Average 7.33 
Non-Elite 2 
Below Average 1.33 
 
Overall, other than for the non-elite schools, which do not appear to mention these 
terms as frequently as their ICSEA score might imply, there is a strong relationship 
between a school’s ICSEA score and the school’s likelihood of mentioning Bloom’s 
Taxonomy type words. The higher up the ICSEA scale a school is, the more likely 
they will use words from the top of the taxonomy – particularly if the word ‘critical’ 
is taken to mean evaluation, for instance. The only above average school to not 
mention creativity was the lowest scoring government school in that group of schools, 
that is, a school on the borderline between above and below average (AAGS1002). 
 
Skills	
 
All schools discuss the Skills that they develop in their students. However, again there 
are differences related to the schools’ ICSEA scores and how Skills will be discussed. 
Skills have been grouped into five categories: Study Skills, Leadership Skills, 
Social/Personal Skills, Vocational Skills and, again, Unspecified Skills. Table 36 
shows the average number of times the various ICSEA sector schools used the word 
Skills in each of these contexts. 
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Table 36 Use of Skills by context, all materials 
 Study Leadership Social/Personal Vocational Unspecified 
Elite 38% 13% 47% 0 2% 
Above Average 47% 8% 32% 0 13% 
Non-Elite 25% 0 75% 0 0% 
Below Average 53% 17% 3% 10% 0% 
 
As will be discussed in the next chapter, school for children in below average schools 
is concerned with doing ‘work’ – therefore it is not surprising that their use of the 
word Skills has focused here on study and vocational skills. They are more likely that 
other schools to speak of leadership skills, rather than of social or interpersonal skills 
– which is the opposite of what occurs in higher ICSEA schools.  
 
Again, the pattern emerging is one in which below average schools provide there 
students with access with what they need to ‘succeed’ but then leaving it up to the 
individual students to do whatever is necessary to make the most of those 
opportunities.  
 
It is the individual needs of below average school students that are discussed – they 
are rarely spoken of as members of a school community or as members of a team 
(other than a sporting team) all of which appears to atomise them. Social and personal 
skills are mostly not discussed at all – the skills these schools teach are utilitarian –
concerned with providing access to the labour market or, more rarely, to further study. 
 
Schools with higher ICSEA scores speak more broadly about skills, often without 
being specific (for above average government schools about one-in-every-eight 
references to Skills had no concrete referent at all). Above average schools are more 
likely to focus on developing students’ interpersonal skills. This matches a 
longstanding theme in sociology (Bernstein 1977a; Riesman 2001) where the middle 
classes require an education that will facilitate their entry into occupations needing 
Bernstein’s (1977a) elaborated code or what Riesman (2001) calls an ‘other directed 
self’. Virtually all future jobs for middle-class students require them to have 
interpersonal and communication skills. The jobs necessary for working class students 
are likely to require following instructions and meeting deadlines. These themes will 
be discussed in more depth in the next chapter. 
 
Nevertheless, once again there is a relationship between a school’s ICSEA score and 
the likelihood and frequency with which a school uses Skills and the context in which 
it uses it. 
 
Teams	and	Individuals	
 
Almost all schools use the word Team at some point in their prospectuses, although, 
as discussed in the last chapter, above average schools are most likely to use the word. 
Once again, the context in which the word is used varies by a school’s ICSEA score.  
 
		 	 	123	
Below average government schools use Teams in only two contexts: either to discuss 
teams of teachers working together or of teams of children playing sports. This is also 
true of elite schools.  
 
Non-elite schools speak more generally about the school itself being a kind of team. 
However, it is the above average schools that are most likely to speak of students 
working together in teams.  
 
This same pattern repeats with the use of the word Collaboration. Only one below 
average school uses the word at all and this it is in relation to staff, parents and 
students collaborating – rather than students themselves learning to collaborate.  
 
Three of the elite schools use the word, and always about students using team sports 
to learn collaboration. Four-of-the-six above average schools use Collaboration, and 
in each case it is to discuss students working together. Once again, we see these 
children are being prepared for a future where interpersonal skills will be necessary. 
 
Independent	Learners	and	People	
 
Many schools spoke of the need for students to become Independent – in fact, as seen 
in Table 22, each school group used the word at about the expected rate in their 
prospectuses. However, Independent changed meaning as one moved up the ICSEA 
scale. For below average schools Independence is always associated with becoming 
independent learners. While this is generally also true of above average schools, these 
schools also discussed students becoming personally more independent over time. 
That is, socially independent, not just independent in relation to their study skills.  
 
There are two references to Independence in one of the non-elite schools and these 
both refer to the independence that comes from lifelong learning.  
 
It is only in the elite schools where all references to Independence concern personal 
independence, that is, independence that is unconnected (or at least not explicitly) 
with learning. Again, we see that interpersonal relationships are stressed in higher 
ICSEA schools and work in lower ISCEA ones. 
 
From	Social	Skills	to	Social	Justice	
 
When Social is used in these prospectuses by below average schools it is either about 
the social activities a child will engage in or their social development. It is important 
to note that this is a word that is hardly ever used by below average schools, that is, it 
is only three times in the six prospectuses.  
 
Above average schools have a gradient related to what the word ‘social’ refers to. 
Those at the bottom of the ICSEA scale for this group of schools speak of developing 
a student’s social skills or of ensuring the school provides a safe social environment.  
 
However, those schools at the top of the above average ICSEA range speak of 
developing notions of social justice in their students or of helping students to 
understand social issues. Elite and non-elite schools are also more likely to use Social 
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when discussing social justice, social issues or the social beliefs of their students. 
Again, Anyon’s (1982) research helps provide a theoretical lens to understand these 
differences. 
 
Although this will be discussed in more detail in the next chapter, this pattern of use 
concerning students collaborating is found once again in the images chosen to 
accompany these school marketing materials. Table 37 shows the proportion of 
images by ICSEA sector that show students actively Collaborating. Students in all 
other ICSEA school groups than below average schools are a third more likely to be 
shown collaborating. 
 
Table 37 Images showing students collaborating, all materials 
Elite 14% 
Above Average 15% 
Non-Elite 16% 
Below Average 10% 
 
The	Give	and	Take	of	Respect		
 
As was discussed earlier, only the government schools have school values – that is, 
three to four abstract nouns used to sum up the school’s attitude to schooling. Of the 
nine schools that provide such a list, six include the word Respect as a key value.  
 
Respect is a value for two-of-the-three below average schools with these lists and 
four-of-the-six above average school lists. It might seem that Respect provides a 
common thread linking these schools. 
 
Unfortunately, what is meant by Respect differs by school ICSEA. 
 
There are only four-of-the-nineteen schools in the sample that do not use Respect in 
their marketing materials. And these occur in one each from the four ICSEA groups 
of schools. The word Respect is used in a number of different ways. Respect can be 
used as a behaviour expected of a student – that is, how students are expected to 
behave to one another, their teachers and their school; or it can be used so as to show 
how the school or teachers are expected to treat their students.  
 
Table 38 shows the proportions of schools in each of the ICSEA school categories 
that use the word Respect with students as the agents showing respect, and the 
proportions of these schools that use the word with someone other than students 
expected to show respect.  
 
Table 38 Schools use of Respect  
 Student Agent Other Agent 
Elite 4 of 5 4 of 5 
Above Average 5 of 6 4 of 6 
Non-Elite 0 1 of 2 
Below Average 5 of 6 3 of 6 
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Table 39 shows the proportions of uses of Respect in these documents comparing the 
proportion of times the word is used referring to students as the agent showing 
Respect against the proportion of times others are to show Respect. 
 
Table 39 Word Respect by context 
 Student Agent Other Agent 
Elite 43% 57% 
Above Average 70% 30% 
Non-Elite 0% 100% 
Below Average 71% 29% 
 
Non-elite schools are the only group of schools that do not mention students as those 
expected to respect – that is, where the word Respect is only used to discuss others 
showing respect to students. Presumably, this is because such respectful student 
behaviour is expected as a fait accompli.  
 
Table 38 shows that non-government schools mostly use Respect to refer to someone 
showing respect other than the students themselves doing this – and mostly it is used 
to refer to teachers showing respect to their students. This is the opposite of the use of 
Respect to that in government schools. Respect in these schools is, in seven-in-every-
ten uses, something that students are required to show.  
 
To give some indicative quotations to show these differences: 
 
(BAGS966) It is expected that all students adhere to a code of conduct that 
fosters respect and understanding for others and themselves. 
 
(For EPS1160 – the second sentence in the prospectus) Respect and hope for 
our students lie at the heart of everything we do at EPS1160. 
 
Forms	of	Responsibility	
 
How school sectors use the word Responsibility similarly differs. Only three schools 
do not use the word Responsibility in their marketing materials (BAGS988, 
AAGS1014, EPS1168).  
 
By far the schools most likely to use the word are above average schools– they use 
the word over four times as frequently as below average and over ten-times as 
frequently as non-elite schools.  
 
Mostly Responsibility is used in the context of the school providing an environment 
where Responsibility can be learnt, however, both above average and elite schools 
also have students as the agent of the word – that is, sentences where the word is used 
showing the student taking responsibility, rather than the school providing an 
opportunity for responsibility to develop.  
 
Only three schools mentioned teachers taking responsibility and these were all 
schools with well above an average ICSEA (all in the top quarter of all schools), one 
above average (AAGS1092) and two elite (EPS1160 and EPS1177). 
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Table 40 shows the proportions of schools by ICSEA school groups that use the word 
Responsibility by context. The five contexts are: taking responsibility for learning, 
social or environmental responsibility, personal responsibility, responsibility that 
comes from being in a disciplined environment, and teachers taking responsibility.  
 
Indicative quotations for each of these categories are: 
 
Responsibility for own learning: (BAGS921) Respect for peers – students 
builds positive relationships with their peers by developing respect for them 
and taking responsibility for others’ wellbeing.  
 
Social Responsibility: (EPS1177) …engenders in students a powerful sense of 
personal responsibility for helping to shape that better world through 
leadership and service. 
 
Personal Responsibility: (EPS1130) They have the confidence to be 
themselves, make their own decisions and be responsible for their actions. 
 
Disciplined Environment leading to responsibility: (BAGS935) Our Student 
Engagement Guidelines foster an understanding of individual rights, 
responsibilities. 
 
Teacher Responsibility: (AAGS1092) I remember you (the student’s teacher) 
saying “I am responsible for my student’s marks”. 
 
 
Table 40 Schools that use Responsibility by context  
 Learning Social Personal Discipline Teacher 
Elite 1 of 5 3 of 5 3 of 5 0 2 of 5 
Above Average 3 of 6 6 of 6 0 5 of 6 1 of 6 
Non-Elite 0 1 of 2 0 0 0 
Below Average 1 of 6 2 of 6 1 of 6 2 of 6 0 
 
As has been discussed at length already, below average schools present themselves as 
providing all that is necessary for students to take opportunities to learn – the question 
as to whether students then make the best use of these environments is something for 
the students themselves. These schools rarely speak of themselves as a learning 
community or as where students might learn collaboratively.  
 
This theme holds true for how below average schools discuss Responsibility as part of 
a student’s social responsibility. In both cases this is directly linked to student 
learning and to their responsibility to the community outside of school, rather than to 
the community of the school. For instance, (BAGS966),  
 
We focus on providing students with opportunities to become independent 
learners who can use their initiative, explore, take responsibility and engage 
with the community. 
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Here the list of attributes for which Responsibility is one does include to explore, 
which could be linked to a higher order Bloom’s cognitive level, but the notion of 
responsibility alluded to here is punitive. 
 
Nearly all above average government schools link Responsibility to the school’s 
overall provision of a disciplined environment. In effect, they are saying that students 
develop their responsibility by being within a school environment that has 
responsibility as one of its core values or expectations. However, this form of 
responsibility is framed in the sense that students will be responsible for their actions 
– and this means their actions towards others in the school. That is, they will be 
responsible members of the school community.  
 
In below average government schools discipline is framed in either abstract terms, 
“BAGS979 Secondary College operates on a set of four agreed values: Respect, 
Responsibility, Achievement and Enjoyment”. 
 
Or in terms of the requirements of individual students (BAGS935), “Our Student 
Engagement Guidelines foster an understanding of individual rights, responsibilities”.  
 
This is a significantly different use from that of an above average school which also 
provides a disciplined environment through its ‘values’ but that explain the purpose of 
such as a concern with the school as a community.  
 
(AAGS1038) We uphold the values of, Responsibility and Personal Best, live 
our motto ‘Dare to be Excellent’ and show Respect for every person, in every 
class, every day. 
 
Again, as will be discussed in more detail in the next chapter, students in higher 
ICSEA schools, both government and non-government, are frequently presented as 
displaying responsibility as a manifestation of their own personal dispositions, while 
lower ICSEA schools present responsibility as something that has been imposed on 
the students by the school. 
 
It should also be noted that all of the above average government schools stressed that 
students’ need to display social responsibility. As has been repeatedly stressed, the 
students in these schools are the ones most likely to be progressing towards working 
with people, rather than with things, and to be managers. As such, taking 
responsibility for social interactions is a key skill these students need to develop. For 
below average schools, social responsibility is linked to a student’s learning, to 
notions of self-discipline, or to their responsibility to the community outside of 
school. A very similar pattern emerges when considering the use of the word Develop, 
particularly in the sense of developing relationships. Only two of the below average 
schools use Develop in this sense – while three of the above average and all five of 
the elite schools do. 
 
Post-School	
 
Other research has pointed to the tendency for schools that educate working class 
children to focus on the utilitarian aspects of education, particularly how the school is 
providing pathways for students to gain either employment or access to further study 
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(Anyon 1981; Brantlinger 2003; Weis 1990). This thesis has confirmed that in the 
Victorian school context the same finding can be claimed.  
 
Table 41 shows both the proportion of sentences in the prospectuses that are dedicated 
to discussing students’ post-school employment pathways and the proportions of 
schools that mention this at all. 
 
Table 41 Schools that discuss vocational pathways and proportion of sentences 	
 Schools Sentences 
Elite 3 of 5 1% 
Above Average 5 of 6 2% 
Non-elite 0 0% 
Below Average 6 of 6 4% 
 
As Table 41 makes clear, below average schools dedicate four times the proportion of 
their sentences to discussing post school employment pathways than do elite schools. 
While nearly all above average schools discuss this topic, on average they dedicate 
half the space to it that below average schools do. 
 
Three-of-the-six above average government schools speak of university acceptance of 
their students, while two-of-the-six below average government schools do – yet none 
of the other school sectors mention this at all, presumably because such a pathway is 
quite unexceptional and therefore can go without mentioning. The highest ICSEA 
government school dedicates a significant proportion of its prospectus to detailing its 
successes both with students gaining access to universities and with student results in 
their final year of school, with nearly thirty per cent of the entire prospectus dedicated 
to these topics. This was much more than any other school in the sample. 
 
The following three chapters shift focus from an analysis of the language of these 
materials to one of the images in them. This analysis is again focused upon the 
content of these images – who is shown, what are they shown doing, who is in focus, 
who gets to speak – and upon what this says in relation to the differences between the 
schools in terms of social class (chapter 8), Gender (chapter 9) and Ethnicity (chapter 
10). 
 
Chapter	Summary	
 
What was true for the proportions of words used in prospectus as discussed in Chapter 
6 is also shown to be true for the sense or context in which words are used in these 
materials. For instance, all ICSEA grouped schools use words like choice, learning, 
respect and responsibility at approximately the proportions expected given their share 
of the total number of words used in these materials more generally. However, 
unambiguous differences exist in how these words are used in context by these 
schools. 
 
A word like choice is most often used by the lowest ICSEA schools to refer to subject 
choice, whereas for elite schools choice is frequently left undefined and abstract. 
Similarly, with pathways, elite schools hardly use the word at all, and when they do 
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the pathways alluded to are anything but concrete, again the opposite of how 
government schools use this word. Government schools overwhelmingly use this 
pathways in relation to vocational (mostly below average schools) or academic (above 
average schools stress this) options they have available. If non-government schools 
use the word at all it is in relation to life pathways. 
 
All schools use the word learning in proportions expected, but again how they use 
this word follows a social gradient by school sector. Below average schools use the 
word in relation to the learning environment they provide their students – focused on 
learning technology such as computers or learning spaces and buildings. Elite schools 
focus on learning strategies and learning as a lifelong journey – whereas, not a single 
below average government school discussed lifelong learning in their marketing 
materials.  
 
This pattern becomes clear when looking at the use of words associated with Bloom’s 
taxonomy by these school sectors. The higher the level of cognitive development 
implied by a word, the less likely it will be used at all in below average government 
schools. Words such as creative, critical, analytical and even knowledge are under-
used, if they are used at all. A word like Creative is used by all elite, non-elite and all-
but-one of the above average schools. However, it is used by only one of the below 
average schools. To clarify this, of the nineteen schools analysed only six did not use 
the word creative in their marketing materials and of these five were below average 
government schools. Not only were the higher ICSEA schools more likely to use such 
higher order cognitive words at all in their marketing materials, but they used them in 
increasing frequency with their rising ICSEA scores. That is, the most elite schools 
were the most likely to use these words and used them most often too. 
 
A particularly illustrative difference in the use of language in these prospectuses is in 
how schools use the words respect and responsibility. Government schools generally 
present these as attributes that need to be developed in their students – in most 
instances these words are used as attributes students themselves acquire and then are 
expected show to other students, their teachers or the school. But it is surprising how 
frequently non-government schools (and to some extent above average government 
schools) have students as the recipients of respect. This usage never occurs in the 
below average government schools analysed, while for elite schools this is the 
majority use of the word. That is, the highest ICSEA schools spend more time 
discussing how the school shows respect to its students than any other usage of the 
word respect. 
 
This is also the case with responsibility – elite school teachers are the agents of 
responsibility – taking responsibility for their students. None of the below average 
schools use responsibility in this sense. This speaks to the assumed habitus of students 
in these two school sectors. Why are respect and responsibility something the lowest 
ICSEA school students are expected to show, but have shown to them? 
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8.	Classes	of	Discipline	and	Resilience	
 
The previous two chapters have focused almost entirely on how language is 
differentially used by schools in their marketing materials by the ICSEA groups the 
schools belong to. This chapter changes focus and examines how the images that 
constitute the largest proportion of the allocated space in these materials contribute to 
the construction of the meaning these materials portray and the impact of the ICSEA 
group. 
 
This analysis is heavily influenced by the dramaturgy of Goffman (1959, 1961, 1963, 
1979). Rather than just focusing on the prospectuses, however, this analysis is 
broadened to include the videos schools provide to parents and potential students, 
which, as a form, are readily viewable on school websites. 
 
Images	Predominate	
 
Images often constitute the largest proportion of the space available in these texts. As 
Table 42 shows, in no ICSEA sector do images comprise less than a third of the 
available space in the printed prospectuses.  
 
Table 42 Images in prospectuses 
Elite 64% 
Above Average 46% 
Non-Elite 53% 
Below Average 38% 
 
Not	Spelt	Out	
 
This is even more evident in the promotional videos analysed – 14 of the 33 materials 
analysed here were videos. Video is understood within the formal constraints of 
multimodality, that is, it frequently consists of moving images, music and language. 
However, two videos in the sample have no spoken text at all, being a series of short 
cut scenes filmed of the school, edited and played to a musical backing track. Overall 
an average of 400 words are used in these videos and on average they run for 3 
minutes and 20 seconds. Table 43 provides the average number of words used for the 
videos from each of the ICSEA sectors. 
 
Table 43 Average words and seconds per video  
 Words Seconds 
Elite 356 239 
Above Average 368 118 
Non-Elite 312 206 
Below Average 590 244 
 
The two videos with no words at all, of course, provide the extreme cases here. That 
is, given they are unsupported by text (c.f. Barthes 1977 on captions) the images and 
music must do all of the semiotic work of the videos. This implies that the schools 
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believe they can simply show a series of images and what will be seen will be 
completely transparent to parents. Nevertheless, the scarcity of spoken text in all of 
these videos implies all schools feel they can rely on the transparency of the images 
shown to convey a positive impression of the education they offer students.   
 
But it is not only in videos where images carry the weight of meaning in these texts 
unassisted by written text. Barthes (1977) makes the point that captions are an 
essential component of newspaper images as these provide a means to ground the 
meaning of images, by fixing what the viewer is meant to see. The fact that none of 
the prospectuses use captions, and that the videos tend to use only inane titles 
(frequently highlighting that students are learning French or that the video has moved 
on to show the school’s Sporting facilities) means that the images displayed are 
expected to mostly stand alone.  
 
This level of assumed familiarity with the content of these images, and thereby with 
the kind of education on offer in various schools, is symptomatic of the idea that 
people already know what is to be expected from teaching and learning in schools 
(see, for instance, Britzman (2003) for a fuller discussion of the impacts of people 
‘already knowing’ what teachers’ work involves). 
 
So	Many	Children	
 
As has been noted, in all schools students appear in the majority of the images 
regardless of school ICSEA group or the genre of the material. For example, students 
are shown in 90% of all images in above average government schools and this is the 
lowest proportion in which students appear in school images of any of the four 
ICSEA categories of schools. Table 44 provides the proportions of images in which 
students, teachers and school principals appear in all marketing materials – in total for 
both prospectuses and videos.  
 
Table 44 Students, teachers and principals in all school marketing materials	
 Student Teacher Principal 
Elite 91% 8% 2% 
Above Average 90% 8% 2% 
Non-elite 95% 14% 8% 
Below Average 92% 2% 2% 
 
The infrequency with which either teachers or principals are shown in these images 
was discussed in chapter 5 but will be discussed again in more detail later in this one. 
The proportion of images containing parents has not been including in Table 44 
because, as already noted, images of parents in these materials barely exist.  
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Older	Children		
 
The students shown n these materials are skewed toward older children when 
compared with the total student population. This is true even in the marketing 
materials for the K-12 schools in the sample. This preference for older students is 
particularly pronounced in the images used for elite schools.  
 
The figures in Table 45 are compiled using the author’s best guess at the age of 
students, and while it may be the case that not all the students counted as ‘senior’ 
would be in their final year of school, the point is that they are clearly also not in their 
first year of school. Given these materials are directed at parents whose children are 
about to enter the first year of school (either primary or secondary school), this 
preference for displaying students so much older than those being directly marketed 
to is also of note. It shows the schools directing parents’ attention to the ‘outcomes’ 
they produce. 
 
Table 45 Proportion of senior students in prospectuses	
Elite 64% 
Above Average 46% 
Non-elite 53% 
Below Average 38% 
 
Invisible	Disabilities	
 
There are no images of students with identified needs such as living with a disability 
in any of the documents – something overwhelmingly true of the texts as well. Only 
two schools (BAGS966 and AAGS1038) mention students with special needs or 
programs in their prospectuses.  
 
Other scholars have noted that these documents show beautiful children in much the 
same way other advertising does (Symes 1998; Wardman et al 2010). It bears 
stressing again that any form of perceived blemish is carefully excised from these 
documents.  
 
For instance, according to Roy Morgan (http://www.roymorgan.com/findings/glasses-
vs-contacts-australia-and-new-zealand-march-2013-201306272307) 27% of 
Australians under the age of 25 wear glasses. No school shows anything like this 
proportion of students wearing glasses. However, there is an interesting overlap of 
two stereotypes that can be seen in these materials. For instance, there is a stereotype 
that associates the wearing of glasses with studiousness and a similar stereotype that 
links students of Asian background with studiousness as well. Mostly, if someone is 
wearing glasses in these materials it is likely to be either a teacher or an Asian 
background student. Asian students wearing glasses fit the stereotype of the studious 
Asian student, and so the prevalence of such images may speak more to stereotypes.  
 
Of the students of Asian background shown receiving awards (and therefore shown in 
images that are harder to ‘select’ by those constructing these materials) none of the 
students are shown wearing glasses.  
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Students of Asian background make up approximately 15% of all students shown in 
these images, while they make up 52% of all students shown wearing glasses. It is 
important to note that 15 of the total sample of 33 school marketing materials (that is, 
nearly half of all school marketing materials) do not have a single image of a student 
wearing glasses. Perhaps this over-representation of Asian background students 
wearing glasses can be explained more by an appeal to the linked stereotypes of 
wearing glasses, academic studiousness and students of Asian background and is 
therefore a choice of display. 
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Discipline	and	Resilience	
 
When a sentence level analysis of these texts was conducted (both video and 
prospectus) it was found that there were differences in the proportions sentences used 
by schools stressing externally imposed discipline upon students and in the 
proportions of sentences that implied that students themselves manifest self-
discipline.  
 
Figure 17 shows the proportion of sentences in all texts dedicated to these two forms 
of discipline organised by school’s ICSEA score.  
 
 
Figure 17 Imposed and self-discipline all materials organised by ICSEA score 
 
Figure 18 presents this same data, however, this time only for the prospectuses 
analysed. 
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Figure 18 Self and imposed discipline in prospectuses organised by ICSEA score 
As can be seen from the two figures above, a school’s increasing ICSEA bears a 
direct relationship to the proportion of sentences contained in which resilience (used 
here to mean self-discipline by students) is discussed and an inverse relationship to 
the likelihood of the school discussing the need for explicit discipline to be imposed 
on the students. This is a key finding of this research. 
 
Teachers:	Instruments	of	Discipline	or	Parentis	Loco	
 
Table 44 above shows that while school marketing materials mostly contain images of 
students, teachers also appear in a significant proportion of these images. However, 
teachers are much less likely to appear in the images that accompany below average 
school marketing than other ICSEA grouped schools. In fact, only two per cent of all 
below average school images contain a teacher. While teachers are four times more 
likely to appear in above average or elite school marketing and even more likely to 
appear in non-elite school images.  
 
Given that teachers are a significant means by which explicit discipline is imposed 
upon students in schools, this finding may appear to contradict the thesis that lower 
ICSEA schools present images that reiterate the schools’ focus on explicitly imposed 
discipline. 
 
A similar pattern is shown in Table 46, which provides the proportion of each of the 
group of schools that contain any images of a teacher teaching. 
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Table 46 Images of teachers teaching 
Elite 88% 
Above Average 75% 
Non-Elite 75% 
Below Average 44% 
 
Less than half of the below average schools contain even a single image of teachers 
engaged in teaching. This is half of the proportion of elite schools showing their 
teachers teaching. 
 
  
Elite school  
EPS1172 
Below Average Government school 
BAGS971 
Image 3 Teachers teaching in elite and below average schools 
 
While lower ICSEA schools may be keen to show the impact of teacher discipline, 
they would be unlikely to want to show teachers disciplining students. Schools are 
likely to want to display the effects of discipline, rather than the means used to 
achieve it. Schools wish to be seen as friendly places. It seems likely that there may 
be an assumption that below average schools can only ensure that students engage in 
school work if the teacher shows ‘the stern preceptor’s face’. If that is the case, then it 
would be counter-productive to have lots of images of teachers in school marketing 
materials, as presumably these teachers would need to be shown smiling.  
 
Below average schools are the least likely to show any images of teachers in their 
marketing materials, but by far the most likely to show images of students actively 
engaged in school work, as show in Table 47. 
 
Table 47 Students actively engaged in school work  
Elite  13% 
Above Average 27% 
Non-Elite 17% 
Below Average 36% 
 
Students in below average schools are nearly three times as likely to be shown 
actively engaged in school work – overwhelmingly in classrooms – when compared 
to elite school students, but these same materials are half as likely show teachers. It 
hardly needs saying that the classroom is the natural habitat of the school teacher – 
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presumably the most likely place teachers are to be found – and so this provides a 
contradiction that needs to be explained. 
 
Implied	Teachers	
 
What students in the images accompanying these materials are shown doing varies 
according to the ICSEA score of the schools. Students in below average schools are 
frequently depicted attending to a teacher who does not appear in the image, but is 
implied by it. This is shown in Image 4 were students are presumably attending to a 
teacher that is not in the image. 
 
  
BAGS961 BAGS921 
Image 4 Students in below average schools attending to an implied teacher 
The discipline these students are under does not require the teacher to be visibly 
present in the pictures, nevertheless, the teacher’s presence is unmistakable from the 
attitude adopted by the students.  
 
How these students are shown in class, that is, attending to a teacher who remains out-
of-frame, is further supported by the dearth of images from such schools where their 
students are shown in other attitudes in relation to each other. In Image 5 these 
students are shown in a classroom together, however, the only relationship that exists 
between them is that they are attending to the same implied and unseen teacher. They 
are presented as the recipients of the strictest and most traditional of pedagogies – 
what Freire (2005) refers to as the banking model of instruction. As he says,  
 
Any careful analysis of the teacher-student relationship at any level, inside or 
outside the school, reveals its fundamentally narrative character. This 
relationship involves a narrating Subject (the teacher) and patient, listening 
objects (the students) (p.71). 
 
Collaborations	
 
Table 48 shows the proportions of images from the various school sectors that display 
students actively collaborating with one another. 
 
Table 48 Students collaborating by sector 
Elite  14% 
Above Average 16% 
Non-Elite  15% 
Below Average 10% 
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Despite, as we have just seen, there being more images of below average students 
engaged in school work (Table 47), Table 48 shows that there are around a third 
fewer images of students in these schools collaborating than occurs in the other school 
sectors. It is important to stress that these are figures of all occasions where students 
are displayed collaborating, that is, including images of students playing sports and so 
on. All the same, students in below average schools are less likely to be shown 
actively collaborating, despite being overwhelmingly shown in situations, particularly 
in classrooms, where such collaboration might otherwise be expected. 
 
This reinforces the impression that the kind of pedagogy expected in these schools is 
the most traditional form – what is often referred to as ‘chalk and talk’ – it is 
transmission, rather than co-creation, of knowledge, it is Freire’s (2005) banking 
model. This matches what was found earlier concerning the language use in relation 
to the curriculum in these schools. In this case the students are assumed to have no 
knowledge of their own and therefore have nothing worthwhile to contribute to their 
own learning. Everything worthwhile for them to learn will come from the teacher – a 
teacher who is rarely shown. 
 
Ambiguous	and	Unambiguous	Collaborations	
 
Even when these students are depicted collaborating, they are shown in ways 
significantly different to how students from higher ICSEA schools are shown 
collaborating. Students in below average schools are shown collaborating when it is 
unambiguously clear that they are engaged in school work. This as shown in the two 
pictures taken from below average schools in Image 5. 
 
  
BAGS954  BAGS935  
Image 5 Below average students unambiguously working while collaborating 
Schools higher on the ICSEA scale, both government and non-government, are more 
likely to show images of students collaborating in ways that are ambiguous. This is, 
as shown in Image 6, it is possible to read these photographs such that students are not 
actually doing school work, but rather just talking with each other. It is not possible to 
read the pictures in Image 5 in this same ambiguous way. Anyon (1981) refers to the 
dominant theme in working class schools as being ‘resistance’ (p.11), a conclusion 
similar to that mentioned by Willis (2011). However, Weis (1990) makes the point 
that her research found a much more positive evaluation of school from working class 
children, even if she also found that “the appearance of order in the classroom masks 
complete non-engagement” (p.30). Such concerns that students may only appear to be 
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attending to the content of the lesson may in part explain the way below average 
government schools make classroom engagement abundantly clear in the images they 
display. 
 
  
AAGS1075  NEPS1014 
Image 6 Ambiguous collaborations between students in higher ICSEA schools: Government and Non-government 
Nothing	to	Laugh	About	
 
Students from higher ICSEA schools can be shown laughing in what are designated 
work spaces, as is shown in Image 7 – this is something that is never shown in any 
government school. 
 
  
EPS1165  NEPS1032 
Image 7 Students from non-government schools laughing at school  
In Image 7 the screen capture from ICSEA1032 is taken from a sequence in which 
two students are shown talking and laughing in a library. While they are both holding 
books, I would contend that this image would be read significantly differently if 
contained in the marketing materials of a government school. It should be noted that 
while no government school contains an image of students laughing while doing 
school work (or of students laughing at all, in most cases), every non-government 
school does. The implication is that laughing is likely to be read as students being 
happy at school in the context of non-government schools and as students disengaged 
if in government schools. 
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Smiling	
 
As noted above, all school marketing materials seek to show potential parents that 
their children will be happy in schools. The school marketing materials 
overwhelmingly show images of students smiling, in fact, below average schools are 
even more likely to show their students smiling than do other sector schools as is 
shown in Table 49. This over-representation of students smiling in below average 
school pictures relates to whether images in these school sectors are likely to be posed 
or candid – which we will see in a moment is another significant difference between 
the ICSEA grouped schools. 
 
Table 49 Students smiling 	
Elite 35% 
Above Average 37% 
Non-Elite 37% 
Below Average 49% 
 
Laughing	as	a	Means	of	Discipline	
 
The only government school that shows students laughing is AAGS1050. This school 
video consists of a group of students speaking directly to camera about the benefits of 
attending their school. This video will be discussed in more length in the following 
chapter. However, here is it important to note that the video contains a sub-plot in 
which one student is portrayed as actively undermining the intent of the video by 
interjecting random nonsense. The other students respond first by mild displays of 
disapproval, but finally one student literally jumps on him. This is used to inject 
humour into the video, but also, as with Tootle in the Little Golden Book (Crampton 
& Gergely 1945), this boy is being protected by his companions from ‘going off the 
rails’. The message is softened by the other students laughing at this moment of 
redemption – however, that this is the one instance where students are shown 
laughing in a government school reinforces the notion of school discipline being 
made here. Government schools are not places where laughing occurs, they are 
serious places of work. 
 
Belonging	or	Just	Posing	-	Science	
 
As will be discussed later in this chapter, the proportions of images of students in the 
various sectors differs substantially by the form the images take, as well as in their 
content. Lower ICSEA schools are not only less likely to be shown collaborating, or 
to be shown collaborating in ways that might be interpreted as them not being 
engaged in study, but they are also more likely to be shown in highly posed 
photographs that make the collaboration look anything but natural. Image 8 shows 
students in a science classroom collaborating, in both a below average and an elite 
school. 
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BAGS921  EPS1172  
Image 8 Posed and candid collaboration in science classroom images 
The students in BAGS921 have clearly been staged, but the image itself is unusual for 
more than this. Like other photographs of students in science lessons from 
government schools (see Image 9), the chemistry experiment these students are 
engaged with contains test-tubes and beakers and they are wearing lab coats, that is, 
the image shares the accoutrements of a science laboratory experiment. However, the 
fluids in the test tubes of this genre of images are invariably filled with liquids in 
strong primary colours, unlike those typical of an actual science experiment. In the 
case of BAGS921, the students appear to be engaged in an experiment where they 
mix colours, except here we have green and yellow being mixed to make blue. 
Verisimilitude appears irrelevant.  
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AAGS1047 BAGS966 
  
BAGS935 AAGS1002 
Image 9 Posed science experiments with luridly coloured liquids  
Such a photograph showing students posing with luridly coloured fluids in mock 
science experiments are not evident in the non-government school marketing 
materials that were reviewed – students in these classrooms are shown engaged in 
what seem to be actual science experiments, as shown in Image 10. 
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EPS1177 EPS1160 
  
NEPS1032 NEPS1014 
Image 10 Slice of life science experiments  
The	Work	of	Science	and	Computer	Equipment	
 
As was shown in Table 47 above, below average school students are much more 
likely to be represented engaged in schoolwork, and so they are also more likely to be 
shown in a science classroom or using information technology equipment as 
documented in Table 50 showing the proportions of all images in these marketing 
materials of the various sectors related to science and technology. 
 
 
Table 50 Science and computer equipment 	
 Science IT 
Elite 3% 4% 
Above Average 5% 6% 
Non-Elite 3% 10% 
Below Average 8% 12% 
 
Below average schools are nearly three times as likely to display images showing 
students engaged in a science class than elite school students are and exactly three 
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times as likely as elite students to be shown using computer equipment. Elite school 
students are the least likely to be shown doing science or using computers, because 
they are less likely to be shown doing school work, as such. 
 
Not	Just	Play	
 
The inverse of this pattern is seen when it comes to depicting students engaged in 
sports in these materials. Table 51 shows the average number of sports that students 
are shown engaged in by their school’s ICSEA group, it shows the percentage of 
schools in the group with any images at all of students playing sports and the overall 
proportion of all images in the group of schools devoted to sport. 
 
Table 51 Sports images	
 Average Sports % Schools % total images 
Elite 5.13 100% 16% 
Above Average 2.08 67% 10% 
Non-elite 2.50 75% 7% 
Below Average 0.67 44% 3% 
 
The most obvious pattern is that the non-government grouped schools are more likely 
to show images of sports than are government schools. In fact, the only non-
government school to not show students playing sport is the lowest ICSEA all-girl 
school. More than half of the below average and a third of the above average 
government schools have no images of sport in their marketing materials.  
 
The non-government schools are also more likely to show a wider variety of sports in 
marketing. Elite schools displayed nearly eight times the number of sports below 
average schools did and over twice the variety of sports of above average schools. 
 
The proportion of images devoted to students playing sports in these materials 
increases with ICSEA score – so that even though above average schools were more 
likely to have materials that showed no images of students playing sports, when they 
did shown images of children playing sports they showed more of those images than 
the non-elite schools did. And while below average schools display about one-in-
thirty images of students playing sports, this rose to one-in-ten for above average 
schools and then to peak at one-in-six images for elite schools. 
 
The distinction is being made here between school as a place of work for the lower 
ICSEA schools and as a place where students engage with a rich variety of various 
forms of cultural capital for higher ICSEA schools. But it is not merely the sheer 
number of images dedicated to showing children playing sports that differentiates 
these schools. Rather, what these students do and how they are shown doing it differs 
by their school’s social location. Table 52 provides the average of the absolute 
number of images by ICSEA grouped schools depicting students playing sport and 
then whether the photograph was posed or a seemingly candid slice of life image. It is 
important to note that many images, particularly in government schools, are sport 
related, but do not involve students actually playing. 
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Table 52 Playing sport or posing in sport uniform  
 Posed Playing 
Elite 8 43 
Above Average 19 18 
Non-Elite 3 7 
Below Average 1 5 
 
Here one of the problems associated with defining binary categories to group images 
becomes apparent. It might seem a simple matter to make the distinction between an 
image where a student is in a sport’s uniform merely posing, and one where the 
student is actively playing a sport. However, Images 11 and 12 make it clear that the 
boundaries between these categories can be anything but clear. 
 
  
EPS1172 EPS1141 
Image 11 Students authentically playing sport 
 
 
  
BAGS935 BAGS961 
Image 12 Students posed playing sports 
 
Nevertheless, the images displayed by elite schools are of children playing 
recognisable sports, as in the two pictures shown in Image 11. There is more to say 
about the gender differences evident in such images, and this will be discussed further 
in chapter 9. 
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When lower ICSEA schools show images of children actively engaged in sport the 
images appear to be more posed by the photographer than anything generally seen in 
elite school marketing materials.  
 
The screenshot from the video for BAGS961 in Image 12 above, for instance, is taken 
from a sequence that ends with the boy in the middle of the shot, who is also 
providing the voice-over at this point in the video, catching the ball and then smiling 
directly to camera see Image 13). There is little that could be called natural in this 
sequence. EPS1172 from Image 11 is also a screenshot from a marketing video. Here 
students are shown simply playing sport – this is also a sport that is never shown 
being played by anyone in a government school marketing material. 
 
 
Image 13 Student catches ball and smiles to camera 
Turning	Play	into	Work	
 
Government schools are more likely to show students engaged in physical education, 
than playing sports. One of the elite schools shows an image of students doing yoga, 
but I take it that this is not quite the same thing as what is depicted in Image 14, 
which shows children in two government schools (from both above and below 
average schools) doing physical education as a form of body training. 
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BAGS961 AAGS1008 
Image 14 Students doing physical education 
As has been said repeatedly in this thesis, government schools, particularly lower 
ICSEA ones, are places of work. In fact, one of the senior high schools in the sample 
defines itself as a ‘workplace for learning’ (AAGS1024). In this sense, physical 
education provides a better fit for the ethos these schools are seeking to portray, than 
images of students playing sport might.  
 
It is important to remember that the physical education shown Image 14, particularly 
that from BAGS961, is performed under the direct instruction of a teacher. Each part 
of the exercise sequence has been designed by a teacher for the students to perform. 
Exercise of this form is understood as being good for you, while lacking any element 
that might be associated with play (interestingly enough, this is the opposite of 
Bourdieu’s (1993, p. 130) view that exercise as an end-in-itself is more closely 
associated with the middle classes).  
 
Despite the abundance of images from elite schools showing students engaged in 
sports, none from their materials show their students engaged in physical education in 
the ways government schools do. Non-elite school (NEPS1037) does show students 
engaged physical education, but only after sequences in their video showing students 
playing actual sports. 
 
NEPS1037 is interesting as it is also one of the few schools to show children playing 
spontaneously in the schoolyard as depicted in Image 15. Again, it is only non-
government schools that show students just playing in this way – although this is 
something that might otherwise be considered a defining school experience – with 
unstructured play constituting a large proportion of the school day during recess and 
lunch breaks. Given this is often referred to as ‘playtime’, the absence of such images 
from government school marketing materials supports the thesis being argued here. 
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NEPS1037 EPS1160 
Image 15 Children playing in schoolyards 
Two schools present what could be called jokey images of their students in sports 
uniforms, shown in Image 16. 
 
  
AAGS1002 BAGS935 
Image 16 Jokey posed sports images 
Such images as these are entirely absent from higher ICSEA schools. The posed 
images in higher ICSEA schools relate to students who have either just won a 
sporting event or are shots showing the whole team as shown in Image 17. That is, 
they are serious. 
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AAGS1075 AAGS1092 
Image 17 ‘Naturally’ posed sports images 
There is a much more natural orientation to these images and, although they are still 
posed, they are not ‘arty’ (Rose 2010, p.14). 
 
Candid	Images	and	Truth	
 
The categories posed and candid are hardly absolute, and as has been said (Barthes 
1977). It is virtually impossible to walk into a room with a camera and expect people 
to just act naturally. Cameras change how people behave and as such a truly candid 
image is hard to achieve. Furthermore, photographs present anything but a simple 
window on the world. Instead, they have been constructed (c.f. Tagg 1993), rather 
than simply taken. 
 
The question as to whether children in images are behaving naturally is often open to 
an ironic reading. However, we are meant to read certain images without scepticism 
(c.f. Bock et al 2011; O’Barr 1994).  
 
Goffman (1961) discusses the problem of images used to promote asylums as both 
looking natural, but not actually depicting what in fact are the day-to-day activities of 
either inmates or staff in such institutions, but rather what visitors to the asylums 
would like to imaging were the day-to-day activities in such institutions. Nonetheless, 
Goffman (1979) makes the distinction between images that are clearly posed and 
those that are meant to appear to the reader as being candid. 
 
Whether playing sport, walking in the schoolyard or talking in class, candid images 
are intended to feel real, they are meant to document the life of the school. They are 
meant to resemble documentary photography in this. That is, they are seeking to 
portray a vision of reality that is both didactic while also making truth claims – (Tagg 
2009 quotes Newhall saying: “After all, is not the root of the word ‘document’ 
(docere, ‘to teach’)?” p. 59). Even when these images are clearly hyper-real – as so 
many of the images in these materials are – this hyper-reality itself is intended to 
accentuate the truth claims being made by these materials, rather than undermine 
them (Baudrillard 1998). 
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This means that the viewer of a candid image is expected to believe that such an 
image is natural in all senses. That the photographer just happened upon this happy 
scene and did so because such a scene is an unexceptional example of normal life at 
this school. The students depicted may be exemplars, but even so, they are shown in 
their natural environment; and so are real, even if hyper-real. 
 
This is different to the meanings of posed images. In a posed image the photographer 
is present in the image in ways they simply are not in candid shots. In fact, in images 
that purport to be candid, if they appear too well composed, this alone can diminish 
their truth claims (Bock et al 2011; Schoeder 2002) – so that a candid image that is 
slightly out of focus can make what is shown appear more real than one that is in 
perfect focus. In much the same way that one could not sustain a ‘serious’ argument 
composed entirely of rhyming couplets, so too much ‘art’ in photography diminishes 
the truth claims the images can make. 
 
Posing	and	Control	
 
In a posed image, the photographer has placed the subject of the photograph under 
their control. The subject is told where to sit, how to smile, when to do whatever it is 
they are to do, perhaps even how to react in a given situation. A candid image shows 
someone behaving naturally; a posed image shows them explicitly acting under the 
direction of someone else. This is discussed at length by Rose (2010) as a key aspect 
of family photographs where often individual autonomy is of less interest in such 
photographs than is the display of relationships and so the posed nature of the images 
is intended to make those relationships explicit.  
 
Bourdieu (1990b) makes this same point in relation to tourist photographs – that many 
of the things that go to making a normal photograph poorly composed – such as 
having a street sign coming out of the top of one’s head – are rather the point of 
tourist photographs. That is, having the Eiffel Tower appearing to come out of the top 
of one’s head is an expectation of tourist photography, since the point is to identify 
the person with the location. The paradox being that this is a location the subject of 
the image does not otherwise belong in. 
 
Tourists are strangers and visitors. They take photographs of themselves, at least in 
part, to illuminate precisely that fact. Tourist photography is something of a subset of 
family photograph (Schoeder 2002) – a ritual in much the same way that family 
photography often also is (Bourdieu 1990b).  
 
A posed image can imply that the person photographed does not belong in a location, 
and certainly implies that they are under the direction of the photographer, and so may 
not behave appropriately otherwise.  
 
Table 53 shows the proportions of all images in the marketing materials analysed 
when divided into the ICSEA grouped schools with images that are clearly posed 
those that appear candid.  
  
		 	 	151	
 
Table 53 Posed Vs Candid	
 Posed Candid 
Elite 24% 62% 
Above Average 43% 44% 
Non-Elite 27% 62% 
Below Average 51% 36% 
(note: figures do not add to 100% as some images in all materials do not contain people) 
 
Figure 19 presents this same information graphically. 
 
 
Figure 19 Posed images by ICSEA groups 
As Table 53 reflects non-government schools are less likely to use posed images than 
are government schools. In fact, below average schools are nearly twice as likely to 
display posed images as are either of the non-government ICSEA school groups. The 
figures for above average schools are more similar to those of the below average 
schools, if not quite as extreme. 
 
Images 8, 9 and 10 (pages 133-5 above), set in various school science laboratories, 
provide a case in point here. The students from below average schools are invariably 
posed in these images and often in ways that work to undermine the verisimilitude of 
scientific exercise intended to be displayed. As with Bourdieu’s example of with the 
tourist at the Eiffel Tower, too often in below average school images scientific 
equipment appears to be merely a prop – similar images to this appear only once in an 
above average government school’s marketing. It is never seen in elite or non-elite 
school’s marketing. Image 18 (see over page) provides examples of each. 
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BAGS935 BAGS966 
  
NEPS1032 EPS1160 
Image 18 Posed and candid science classrooms  
A direct relationship is on display in the assumed forms of discipline necessary for the 
students within these varying school environments. In higher ICSEA score schools 
have candid images that show students being natural and appropriate. Frequently no 
teacher is in frame or even implied by the scene, and when there is a teacher, they are 
an active participant in what is still read as a real scene. We are being shown natives 
in their natural habitat (McCandless 2014).  
 
This is rarely true of children in below average schools. They are mostly shown in 
posed images. As such, they are under the disciplined control of the photographer, 
and this implies both that they need such direct control and that they do not fully 
belong in this environment – something further reinforced by how often what they are 
shown doing seems less than real, mixing garish coloured fluids, for instance. They 
are visitors or tourists, rather than locals.  
 
The semiotics of this choice in form speaks to the implied need for external discipline 
to be imposed upon the bodies of these children. Far from being an arbitrary choice 
related to the changing fashions of photography (Catteeuw et al 2005), these choices 
are rich in semiotic potential, reinforcing the core messages of these texts. Higher 
ICSEA schools have students who can be trusted to behave appropriately in learning 
environments, while students in schools with the lowest scores are virtually never 
shown simply engaging in their learning environments. 
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The	Ethics	of	Tourism	
 
The further up the ICSEA scale one goes, the less likely it is that students will be 
displayed actively engaged in academic school work (see Table 47). Students in the 
highest ICSEA schools are most often displayed doing things beyond the classroom. 
For example, they are often displayed on various forms of school camps – either in 
Australia or Overseas. Table 54 shows the proportion of images in marketing 
materials by ICSEA grouped schools of students attending some form of camp. 
 
Table 54 On camps	
Elite 8% 
Above Average  3% 
Non-Elite 1% 
Below Average 0% 
 
It is the elite schools that are most likely to display images of their students away 
from school – in fact, for some elite schools one-in-four images in their marketing 
materials show students on such camps. These images are much less frequently in the 
other ICSEA sectors. Elite schools use these images in ways that look more like 
promotional images for a tour company, as noted elsewhere (Symes 1998).  
 
The fact elite schools devote such large portions of their marketing materials to travel 
has other meanings the schools wish to stress. One of which is that the schools are 
engaged in helping the deserving poor (c.f. Windle & Stratton 2013). Frequently the 
students of elite schools are not only shown jumping from towers into rivers or hiking 
across snowfields, but also actively helping to build barns in South East Asia or 
reading to the local black children in Southern Africa – this will be discussed in more 
detail in chapter 10.  
 
The only image any of the above average schools used to illustrate the text saying that 
its students are given the opportunity to travel, was used in conjunction with the text 
discussing school trips to Italy. The image contains no students and is of the Leaning 
Tower – an image may well have been lifted from the Internet. While many of the 
above average schools discuss the various school activities they offer that allow 
students to go overseas, not a single image is contained in any of their marketing 
materials showing students doing just that. Four-of-the-eleven non-government school 
marketing materials contain images of students in overseas locations. 
 
Culture	on	Display	
 
Lower ICSEA score schools, show more images of students engaged in what could be 
called the 3-Rs. Higher ICSEA score schools have more images showing students 
engaged in extra-curricular activities such as drama, art and music. Table 55 shows 
this relationship in various school sectors. 
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Table 55 Art, Music and Drama	
 
Art Music Drama Any 
Schools with 
any such 
images 
Elite 5% 5% 3% 13% 100% 
Above Average 4% 3% 3% 10% 67% 
Non-Elite 5% 1% 1% 7% 50% 
Below Average 2% 3% 1% 7% 60% 
 
Table 55 provides the proportions of images in all of the marketing materials in a 
particular ICSEA group of schools showing students engaged in Art, Music or Drama. 
There are more of such images in elite and above average schools and fewer in non-
elite and below average schools. This is also true of the proportions of schools in 
these sectors that have any images of children engaged in these activities.  
 
Four of the ten below average school marketing materials do not have a single image 
of students engaged in these activities. However, it is not just whether students will be 
engaged in these activities that varies with ICSEA score, but also how students will be 
shown engaging that also changes.  
 
Table 56 shows the types of musical instruments students play by ICSEA group and 
their likelihood of performing with other students. Elite schools are more likely to 
show students playing in an ensemble, below average schools show individual 
students playing their instrument. 
 
Table 56 Musical instruments	
 Classical Pop 
Group/ 
Orchestra 
Average Number 
of Instruments 
Elite 88% 0% 63% 11 
Above Average 33% 25% 33% 7 
Non-Elite 0% 25% 25% 3 
Below Average 22% 0% 11% 2 
 
   
EPS1172 AAGS1046 BAGS970 
Classical Pop Ambiguous 
Image 19 Students playing instruments  
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Below average schools present their students as individuals when they are shown 
taking advantage of the cultural opportunities the school has to offer. They are less 
likely to be shown groups engaged in any activity.  
 
As with students using science equipment discussed above, students with musical 
instruments from lower ICSEA schools are often shown posing with their instruments 
– they are nearly the only students from any sector to be shown in this way. Higher 
ICSEA schools show their students collaborating in bands and this is a further 
reflection of the habitus these schools are seeking to create, something often made 
clear by the accompanying text.  
 
As already noted, the lower the ICSEA of the school the less likely it is that the 
students will be displayed engaged in any activity that might be viewed as ‘playing’ – 
whether this be playing sport, music or drama. 
 
Locating	Teachers	
 
Teachers are the main providers of discipline in a school. As such, the displayed 
relationships between teacher and students in these materials are likely to display the 
modes of discipline a school feels are necessary given their student population.  
 
It is not just the relative frequency of images of teachers that is important here 
(something discussed in chapter 5), but what the teachers are shown doing in these 
images. Table 57 shows the proportion of schools by ICSEA groups that have 
photographs of teachers actively teaching. There are three ways that teachers can be 
depicted while teaching: one-to-one, to small groups or to an entire class. 
 
Table 57 Teachers teaching	
 One-to-one Small group Classroom 
% Schools with 
Teachers 
Teaching 
Elite 75% 38% 38% 88% 
Above Average 45% 73% 9% 75% 
Non-Elite 50% 50% 25% 75% 
Below Average 11% 22% 22% 44% 
 
Elite schools show the most images of teachers teaching, which might seem surprising 
given they are the least likely to show images of students within the classroom. 
Almost every elite school has images of teachers teaching. 
 
Above average and non-elite schools have similar proportions of their schools with 
images of teachers teaching – and this is almost the same proportion of schools with 
such images as are found in elite schools.  
 
The outlier is below average schools where fewer than half the schools show teachers 
teaching – and as we saw in Table 46, these are the schools most likely to have 
images of students engaged in school work.  
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It is also elite and above average schools that show teachers teaching one-to-one with 
students. There is only a single image from the below average schools showing a one-
to-one student/teacher interaction. 
 
Teachers can also be shown either above, level with or below their students, and in 
each case there is an adjustment of the power relationship between students and 
teachers, as displayed in Image 20. 
 
Above Level Below 
   
BAGS971 AAGS1024 EPS1168 
Image 20 Teacher above, level and below students 
 
These patterns are made clear when the absolute numbers of all such images are 
considered, as is shown in Table 58. 
 
Table 58 Position of teacher relative to students 
 One-to-one Small group Classroom Above Level Lower Total 
Elite 15 12 18 18 25 2 45 
Above Average 12 18 4 9 24 1 34 
Non-Elite 3 2 2 2 5 0 7 
Below Average 1 8 3 8 4 0 12 
	
Table 58 highlights the dearth of images showing teachers teaching in below average 
schools. However, it also shows that these schools, when they show teachers teaching 
at all, are likely to show teachers above their students – that is, in a position 
emphasising their position of power (Goffman 1979) – and teachers in these schools 
are most likely to be shown teaching to small groups of students.  
 
The other school sectors show more images with teachers level with their students 
than they do of teachers standing above their students. Elite and above average 
schools are the only ones to show images where the teacher is in a position below the 
students they are teaching – in all cases this is a male teacher or principal below a 
female student.  
 
Elite and above average schools show more images of teachers teaching one-to-one 
with their students, with such images constituting the majority of all images in elite 
schools where a teacher is shown teaching. This representation is the friendliest and 
most equal way that an interaction between student and teacher can be shown. Such 
images are likely to remind the viewer of a parent with child, stressing the theme that 
such schools stress of them being similar to families (Symes 1998; Wardman et al 
2010). 
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Nevertheless, teachers are underrepresented in these materials no matter which groups 
of schools are considered. This is shown by the fact that of the 1205 images analysed 
only 98 show teachers teaching, or approximately 8% of all images.  
 
Of the below average schools, it is important to note that six of the eight images of 
teachers teaching to small groups came from a single school video. That video was 
produced, at least in part, to help explain how the school’s new buildings provide 
innovative learning spaces where teachers can engage in a variety of teaching 
strategies. Even with such a focus, this video does not contain a single image of a 
teacher teaching a student one-to-one. 
 
Positions	of	Power	
 
As noted earlier, Goffman (1979) discusses how someone depicted above someone 
else in a photograph is likely to be read as them being in a position of power over that 
person and that locating people in these ways matches our social stereotypes of such 
power relationships (see O’Barr 1994). In elaborating this Goffman (1979) says,  
 
And here exceptions seem to prove the rule. For on the very few occasions 
when women are pictured taller than men, the men seem almost always to be 
… subordinated in social class status (p.28). 
 
The three top ICSEA groupings of schools are more likely to show teachers level with 
their students. Only in below average schools do most images show teachers standing 
above their students. The relative position of teacher-to-student as the total images in 
each group of images with a teacher in them is graphically shown in Figure 20.  
 
 
Figure 20 Total number of images of a teacher teaching by the relative position of teacher to students 
What is most immediately apparent here, again, as discussed in chapter 5, is the 
dearth of images of teachers in the lowest ICSEA schools. But this isn’t the only 
difference that is apparent. In higher ICSEA schools the kinds of discipline on display 
are less strict than those shown in lower ICSEA schools. In higher ICSEA schools, 
teachers and students are shown as collaborators in learning. If above average schools 
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are concerned with building students’ interpersonal skills, how better to show this 
than by repeatedly reiterating in the images them level with their teachers? In the 
lowest ICSEA school students are shown as subordinate to teachers and as receivers 
of knowledge, rather than co-constructing that knowledge. It needs to be reiterated 
that below average government schools show the most images of students in 
classrooms and the most images of them receiving the strictest forms of pedagogy. 
The implied teacher in these images, as judged by how the children are looking 
towards them, can be assumed to be standing above the students, nevertheless, these 
teachers have not been counted here since they do not literally appear in the images. 
 
Groups	or	Mobs	
 
There are differences in the likelihood of schools showing images of groups of five or 
more students and this is related to the ICSEA of the school. Figure 21 shows that 
students in elite and above average schools are more likely to be shown in large 
groups than are students in below average schools. 
 
 
Figure 21 Proportion of images (all materials) showing five or more students by ICSEA group 
 
The images selected for below average schools avoid groups of students, reinforcing 
the notion that achievement in these schools is individualised. The potential threat 
posed by other students in these schools is also reduced by rarely seeing large groups. 
 
In this chapter social class has been referenced by the ICSEA scores schools used to 
group schools. These schools, and the images they present in their marketing 
materials, have been interrogated according to the forms of discipline manifested in 
various ways in these images. The following chapter considers the gender mix of 
schools, questioning if this has an impact on the kinds of images schools choose to 
display in their marketing materials. 
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Chapter	Summary	
 
Below average government schools are, by the way the ICSEA scale is constructed, 
the least likely to have parents who finished secondary school. To such parents the 
idea of their children achieving what they themselves were unable to is a significant 
achievement (c.f. McLeod 2006). However, for middle-class parents in an age of 
mass tertiary education (Anders & Wyn 2010) secondary school is a single step on the 
endless project of lifelong learning (Beck 1992). It is interesting then that no below 
average government school uses the term lifelong learning at all. Such schools are the 
most likely to talk about finishing secondary school as part of a pathway into 
employment, that is, as a prize in itself.  
 
A key finding of this thesis is that the ICSEA school groups use images in their 
marketing materials in ways that reflect their position in this hierarchy. That is, if one 
orders these marketing materials so that the schools align with increasing ICSEA 
scores the schools with the lowest ICSEA scores will use the most disciplined and 
disciplining images. They display the most images of students actively shown 
engaged in school work, the students are mostly shown in school uniform, they come 
under the direct discipline of a teacher and they will be the least likely to be shown 
engaged in anything that might be perceived as ‘play’. And the reverse holds as 
ICSEA scores increase, with the most elite schools being the least likely to show 
students in classrooms, or under direct teacher discipline, or even in school uniform. 
Most often these students are shown out of the classroom or even school (overseas, on 
camps, playing sports). Non-government school students almost the only students 
ever shown laughing and are shown laughing even in spaces codes as workplaces.  
 
This extends to the formal properties of the images too. Students in the most elite 
schools are the most likely to be shown in images that do not require them to have 
been previously posed. These students are shown as if the photographer happened 
upon a happy scene – with the students actively engaged in a science experiment or 
chatting and laughing on the school grounds or in a library. The lowest ICSEA school 
students are most likely to be posed by the photographer – that is, coming under the 
direct discipline of the photographer in a way that makes it plain they have been 
instructed how to behave. That there is virtually no difference in the overall 
proportions of students shown smiling in these different sectors, despite one group 
being overwhelmingly shown posed in front of the camera and another group 
captured in a kind of ‘slice of life’, provides an interesting difference too. The higher 
ICSEA school students are shown in an environment in which they are naturally 
happy. There is a social expectation that one must smile if posed before a 
photographer. The naturalness and artificiality of these two environments speaks to 
the differences in expectations we hold for them concerning self and imposed 
discipline. 
 
Below average government schools are the least likely to show images of teachers in 
their marketing materials. However, if teachers are under-represented in these images, 
the effects of teachers on the bodies of the pictured students is overwhelming. Here 
the students are shown engaged in the most traditional and disciplined of pedagogies, 
listening in seated rows in rapt attention to a teacher out-of-frame. Again, the schools 
imply that the potential threat posed by other students is eliminated, as the interaction 
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is between individual students and a teacher out-of-frame – rarely, if ever, between 
fellow students. 
 
When (or if) higher ICSEA schools show their students in a classroom, they are 
shown engaged in group discussions, generally without a teacher in sight. The 
students in such schools can be trusted to be working while talking among 
themselves, rather than mucking about. In some instances the students are laughing so 
much it is only the presence of books in front of them that makes it clear they are 
working. These differences in displayed pedagogy again speak to the assumed habitus 
of these groups of students and to the dispositions they are assumed to already 
possess.  
 
Above average schools and non-elite schools show their students engaged in practices 
that stress the schools’ focus on the development of interpersonal skills. Students 
shown working in groups is an indication of this preference. The lowest ICSEA 
schools stress discipline and therefore the most traditional, teacher-centred 
pedagogies. 
 
There is a clear preference in the marketing materials of the elite non-government 
schools for images showing the oldest children – and this is interesting as these 
schools are the most likely to have students from K-12 (from 5 to 18 years of age) 
when compared to government schools that mostly serve students in years 7-12 (13 to 
18 years of age). This preference focuses parental attention away from their children 
as they are now to what their children can and will become if provided with the right 
environment. Here the focus is on outcomes and products within the commodification 
of education (Kenway & Bullen 2001). 
 
Sport, and the images showing students engaged in sport follows a school’s social 
class position too. The lowest ICSEA schools are the least likely to show images of 
children engaged in sport. Elite private schools show students playing sport in one-in-
every-six images in their marketing materials. For schools with the lowest ICSEA 
scores sporting images make up barely one-in-thirty images. 
 
The difference in how schools display sporting images is not merely limited to 
questions of quantity, but includes qualitative differences too. Lower ICSEA students 
are likely to be shown posed in their sport’s uniform, just as they are likely to be 
shown posed in images more generally. That is, they are not shown actively engaged 
in ‘play’, but rather under the explicit discipline of the photographer. Lower ICSEA 
students, if they are shown in a candid shot engaged in sport, are likely to be shown in 
a physical education class, rather than playing a game. That is, to be shown under the 
instruction of a teacher. The higher a school’s ICSEA the more likely students are to 
be shown playing sports and the more of such images appear in their marketing 
materials. The most elite schools show more images of students engaged in sport, and 
display a wider range of sports as well.  
 
Even in images where students are shown posing in sports uniform ICSEA counts. 
Non-government school students are likely to be shown posing because they have just 
won an award of some sort, government school students (mostly girls) are frequently 
shown posing in sports uniforms either coquettishly or in a jokey pose. This is never 
seen in elite school marketing. 
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Similar patterns can be seen with images of students engaged in music – the lowest 
ICSEA schools show a close-up a single student playing a high-value instrument, 
such as a flute or violin. High ICSEA schools are more likely to show entire 
ensembles. This speaks to the social habitus available to private school students – 
nevertheless, schools servicing all social classes have music and drama programs. Yet 
again the semiotics of children ‘playing’ appears to bar the display of such images 
from low ICSEA school marketing. 
 
Students in the most elite and the lowest ICSEA schools are, if shown playing a 
musical instrument, likely to be shown playing classical music instruments – piano, 
violin, flute for instance. It is only in above average and non-elite schools where 
students are shown playing instruments associated with popular music – electric 
guitars, drums and so on.  
 
As already mentioned teachers are under-represented in school marketing materials. 
These materials are dominated by images of students, but the proportion of images of 
teachers shown depends on a school’s ICSEA, with the lower ICSEA schools the less 
likely to show teachers at all, even though they are more likely to show students in 
classrooms. But schools also differentiate by the position the teacher is shown in 
relative to their students. The highest ICSEA schools more frequently show teachers 
engaged in one-to-one teaching. The most elite schools are overall more likely to have 
images of teachers teaching in all possible ways: that is, one-to-one, to small groups 
or to an entire class. The lowest ICSEA schools almost never show teachers engaging 
with students one-to-one. 
 
Lower ICSEA schools are also more likely to show teachers above their students – in 
fact, they are twice as likely to show the teacher above the student than they are to 
show the teacher level with them. The position with the teacher above their student is 
one of undisguised power. All other sectors display more images of teachers and 
students level than of teachers above their students. Only elite and above average 
government schools have any images at all of teachers actually below their students – 
and this is invariably a male teacher below a female student. 
 
The ICSEA group of schools least likely to show images of groups of students is 
below average schools. In fact, below average government schools are half as likely 
as both elite or above average government schools to show images of large groups of 
students. The theme that below average government schools stress students as 
individuals and that this equates groups of such students as potentially a mob is 
reiterated here. 
 
This chapter has shown that when schools are arranged according to their ICSEA 
score that significant differences can be observed in how they choose to display 
images in their marketing materials in terms of the pedagogies shown, how students 
are dressed, what they are shown doing and whether they are shown in posed or 
candid images. Again these images show there are significant differences in how 
schools market themselves and that these differences reinforce their social location as 
shown by their ICSEA score. The next chapter considers how the proportion of boys 
to girls in a school impacts on how schools market themselves. 
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9.	Tableaus	of	Gender	
 
In this chapter the focus shifts from ICSEA score alone to also consider the 
proportions of boys to girls in coeducational schools, while once again seeking to 
interrogate if such differences change how schools market themselves. Sociological 
research (for instance, Connell 2000; Kenway et al 1998) suggests that schools with 
many more boys than girls may be prone to expressions of hyper-masculine 
behaviour. Other research has stressed that, if given a choice, parents prefer to send 
their daughters to single sex schools while sending their sons to co-educational ones 
(see Ball 2006a; Ball & Gewirtz 2010). It is possible that this preference would be 
heightened if parents know a school has disproportionately more boys than girls.  
 
The question this chapter seeks to address is if there are discernible differences in the 
marketing materials of co-educational schools with an imbalance between the sexes – 
something particularly interesting since research has consistently stated that schools 
normally prefer to attract girls (Ball 2006a; Bonnor & Caro 2007; Campbell et al 
2009; Smedley 1995) 
 
There are 28 co-educational schools in the sample, and 30 materials have been 
analysed from these schools (two schools providing both a prospectus and a video). 
The materials analysed consisted of 17 prospectuses and 13 videos. Overall, the 
schools had 46% girls. 
 
This chapter begins with a content analysis of the images used in the marketing 
materials, presenting the raw numbers of boys and girls contained in images, what 
they are shown doing, and who they are shown interacting with.  
 
The analysis turns to concrete examples of gender roles depicted in these images, 
discussing both the interactions shown and those that are never shown, particularly in 
domains coded as either masculine or feminine. The chapter concludes with a 
discourse analysis of a school marketing video that discusses the enacted gender roles 
presented as subtext. This analysis focuses on constructed role of girls as calming 
influence and, consequently, on the notion of boys as threat.  
 
The	Ready	Availability	of	Gender	Stereotypes	
 
To understand images as they appear in marketing materials is to understand the role 
of stereotypes in the composition of such images. As Goffman (1977) says,  
 
One should, at least in part, attend to how those who compose (and pose for) 
pictures can choreograph the materials available in social situations in order to 
achieve their end, namely, the presentation of a scene that is meaningful, 
whose meaning can be read at a flash. (p.27) 
 
Images are rich in potential meanings, making them intrinsically ambiguous (Barthes 
1977). This means that images often require captions to constrain their possible 
meanings. However, advertising images rarely require captions, since they provide 
windows onto a world already known by the viewer (Berger 1973; Goffman 1979; 
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Schoeder 2002). That is, they choreograph what is already understood through social 
stereotypes. 
 
Advertising images provide a tableau, a drama acted out before us of a social 
interaction immediately comprehensible because the roles and situations presented are 
themselves clichés and stereotypes (Goffman 1979). In advertisements, we are shown 
symbolic representations of recognisable types from within our culture. That is, we 
are shown and we then respond to social stereotypes. And as Goffman (1979) says, 
“one of the most deeply seated traits of man, it is felt, is gender” (p. 7).  
 
The images that accompany school marketing materials, the little dramas enacted in 
tableau they present, only make sense because they speak directly to our already 
existing cultural understandings, acting out these rituals and stereotypical 
relationships in exaggerated form (c.f. “One might just as well say there is no gender 
identity. There is only a schedule for the portrayal of gender” Goffman 1979, p.8). 
Such images only work when they provide us with what is already understood – a 
kind of visual common sense or hegemony – if they did not, their connotations would 
swamp their denotations (Barthes 1977), so that their connotations could not be relied 
upon to transmit their meaning reliably: hence, they would not function as 
advertisements, having their meaning immediately given – they would require 
captions.  
 
Perhaps the best way to make this point of the immediacy of the import of these 
images is to show when the opposite is the case. For instance, Goodwin’s (2002, 
pp.296-300) discussion of the Sergeant Duke’s analysis of the Rodney King video and 
the subsequent acquittal of the police officers involved in King’s bashing. Here the 
immediate connotations of the images was not only overturned by the desire of the 
all-white jury to find the white police officers innocent of brutally beating a black 
man, but also by the effective captions Sergeant Duke’s testimony provided in giving 
new denotations to what the jury saw. Only by showing the video frame-by-frame, 
pointing to the smallest movements in King’s body and interpreting them as 
aggressive and demanding a response by the police officers. It was only following this 
recoding of the images from the video that Duke could say, “Rodney King and 
Rodney King along was in control of the situation” (p.296). 
 
The gendered stereotypes on display in these images require no captions to adjust or 
confine their denotations. 
 
The	Impossibility	of	Hiding	Gender	in	Images		
 
If gender can remain an unspoken subject in the written texts, it is something 
impossible to avoid in the images. While the sexual division is one of the major 
defining categorisations of society (Butler 1999; Fine 2010) the written texts of 
school marketing materials rarely mention this division at all. Of the thirty-three 
materials analysed, only two (both elite schools) discuss the benefits of boys and girls 
interacting in the one school. This is one of the few references to gender in any 
context in any of these materials. These two schools are co-educational and operating 
in a market sector that has many single-sex schools.  
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We live in a world where children are gender colour-coded from birth (Fine 2010). 
An image containing a person can only enact, subvert or reinforce gender roles and 
stereotypes. That these materials need to be both immediately comprehensible and 
appealing to their audiences encourages schools, however unconsciously, to choose 
images that reinforce and enact gender stereotypes, rather than subvert them. That 
such stereotypes already exist within the doxa and are therefore ideas we think with, 
rather than about (Bauman 2014), also makes images that reinforce these stereotypes 
likely in advertising materials as they reflect back to us reassuring images of social 
roles (Gottschall et al 2010; Wardman 2010). 
 
These gendered roles: of boys as larrikins who challenge authority (Connell 2000; 
Thorne 1999) and girls as ‘god’s police’ (Summers 1994) betray deeper 
contradictions, particularly given the normative notion that genuine and effortless 
academic success is constantly presented as an essentially masculine trait (McLeod & 
Yates 2006; Power et al 2003; Walkerdine 1998) that is effortless to the deserving 
few. This masculine vision of academic success is often perceived as common sense 
(Bourdieu 1977). Displays of gender inequality undermine the role schools can play 
as socially transformative (Youdell 2006, 2011) and place them firmly in the territory 
of the reproducers of existing social inequalities (Bourdieu & Passeron 1979, 1990). 
 
Content	Analysis	
 
This chapter divides the schools both by ICSEA scores (as has been done in the 
previous chapters), and by the proportion boys to girls attending. It does this to 
provide a comparison of, and to consider the interactions between, both social class 
and gender on schools while selecting images to promote themselves. 
 
Again, a key interpretive lens is the assumed forms of discipline needed by groups of 
students and whether this discipline will be externally imposed upon the students or if 
the students can be relied upon to internally manifest this discipline.  
 
It has been asserted in previous chapters that lower ICSEA schools will be felt to 
require more externally imposed discipline than will middle class schools. In this 
chapter, it will be further argued that boys are felt to require more externally imposed 
discipline than girls (Frances 2000; Kane 2011; Kenway et al 1998; Thorne 1999) and 
that this impacts on the types of images schools select. 
 
Schools with higher proportions of working class students, or with more boys are 
likely to show images that display externally imposed discipline than are schools with 
more middle-class students or girls. 
 
The following content analysis focuses on the 28 co-educational schools in the 
sample. It has also mostly focused the analysis on prospectuses. Since only one co-
educational, non-elite non-government school in the sample met these criteria, non-
elite private schools have been dropped from the analysis. This means the categories 
of schools considered consist of the elite private, above average government and 
below average government, and schools with an equal balance of boys to girls, and 
schools with more boys than girls. 
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Girls	to	Boys	–	47%	
 
It is not obvious what proportion of boys to girls might cause parents to consider there 
are too many boys attending a school. This becomes further complicated since the 
school would then need to second-guess parental concerns and knowledge of the 
actual proportion of boys to girls at the school. It is also not clear that schools 
consciously change their marketing materials based on the proportions of boys to girls 
in their school. 
 
The question, ‘do a school’s marketing materials vary by the proportion of girls 
attending the school?’ may also depend on issues that are not solely related to the 
gender mix evident at the school, such as the school’s SES, its ethnic composition and 
so on. That is, how a school markets itself may relate to ‘intersectional’ factors and 
these may prove to be as important as the gender mix of the school. 
 
Various proportions of girls attending schools were considered before settling on 47 
per cent girls as the dividing line. An additional six per cent of boys in the school 
means an excess of 159 boys in the average of the schools analysed. According to 
Victorian State Government statistics (DET 2016) the average class size in Victoria is 
21.4 students. This means that a secondary school with 47 per cent girls would have 
seven-and-a-half more classes of boys than girls in the school – that is, a little more 
than an entire classroom full of boys in each year level. Anecdotally, co-educational 
schools often seek to maintain equal numbers of boys and girls in their classrooms, 
and when they have very many more boys, they achieve this balance by having all-
boy classes. Such an over-representation of boys in the classroom would then become 
apparent to parents upon enrolling their children and might well be something parents 
would consider when making their decision about where to send their children to 
school.  
 
Table 59 shows the number of co-educational schools in the sample with either 
greater than 47 per cent girls or 47 per cent girls or less; the number of co-educational 
schools with prospectuses divided by these same proportions; the total number of 
government schools divided by these proportions; and of all government schools with 
prospectuses similarly divided. 
 
Table 59 Schools > 47% girls and <= 47% girls  
Proportion of 
Girls in 
School 
All Co-ed 
Schools 
All Co-ed 
Schools with 
Prospectuses 
All 
Government 
Schools 
All 
Government 
Schools with 
Prospectuses 
>47% 17 9 11 5 
<=47% 13 9 9 5 
 
For Table 60 the proportion of girls attending a school is compared with the 
proportion of girls displayed in the school’s marketing material. This has been 
calculated by a simple count of all students shown in the images in the schools’ 
marketing materials by sex and divided by the total number of students in images – 
so, if there are 100 students pictured in a prospectus and 40 of them are female, then 
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60% will be boys. Each school’s proportions of boys to girls has been obtained from 
the figures published on the My School website (ACARA 2016). 
 
Table 60 Girls and boys in images 
 All Co-ed 
Schools 
Population 
In Total 
Images 
Co-ed Schools 
<=47% 
Co-ed Schools 
>47% 
Boys 54% 41% 49% 41% 
Girls 46% 59% 51% 59% 
 
Although girls are over-represented in all school marking compared to their 
proportion in school populations themselves, they reach near parity in schools with 
the most girls. These figures are drawn from all co-educational school marketing 
materials – videos and prospectuses.  
 
So	Many	Girls	
 
As with all averages, there is a smoothing out of the differences that exist between 
schools, groups of schools and the form of marketing material analysed. Figure 22 
shows the proportions of girls in all co-educational schools – both in the school 
population and in their marketing material.  
 
 
Figure 22 Girls in images and In schools 
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The schools have been divided (at point 22) between government and non-
government schools, with government schools to the left of this point.  
 
In this figure, twenty-four of the thirty co-educational school marketing materials 
analysed (that is, 80%) have more girls in their images than they have girls attending 
their school. In twelve schools (40% of all school marketing materials) girls make up 
60% or more of all of those in the images. This pattern is particularly evident for 
government schools and most obvious when prospectuses alone, rather than all 
marketing materials, are considered. Figure 23 provides data from prospectuses only. 
 
 
Figure 23 Images of girls in prospectuses vs in school. 
This preference for girls as the models in advertising is hardly novel, one need only 
look at the covers of magazines at the local newsagent to see an even more distorted 
representation of the sexes than evidenced here. Nevertheless, these data do raise 
questions, particularly in relation to why larger differences exist within the 
government school sector when the focus is on prospectuses and why the disparity 
generally increases as the proportion of girls attending a school decreases. 
 
Figure 24 shows the proportions of prospectus images that have either all boys, all 
girls or mixed groups of boys and girls, and these have again been organised by both 
ICSEA sector and the proportions of girls to boys in the schools.  
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Figure 24 Males, females and mixed gender images 
 
Co-educational elite schools stand out here, as they are the only schools to display 
more boys only images than of girls alone or of mixed sex groups – in all other 
ICSEA grouped schools there are more images of mixed, than of single sex groups of 
students and more images of girls alone than of boys. In fact, elite schools display 
twice the proportion of male only images than either of the two government sectors.  
 
In above average schools, half of all images contain mixed sex groups. This is 
particularly interesting, since many images in these prospectuses only contain only 
one student – and therefore cannot show a mixed sex group, by definition.  
 
Only around one-in-five images in government school marketing materials show boys 
only, while one-in-three images show female single-sex images.  
 
Schools divided by the proportions of girls attending have similar proportions of boys 
only and girls only images as each other (both three-in-ten images) and of mixed 
groups (four-in-ten images). 
 
Table 61 shows what proportions of the total images the various sectors constitute of 
the images in school prospectuses.  
 
Table 61 Proportion of all images (in prospectuses)  
Elite 38% 
Above Average 40% 
Below Average 22% 
>47% 59% 
<=47% 41% 
43% 
19% 
22% 
30% 29% 30% 
21% 
32% 
38% 
30% 30% 30% 
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49% 
40% 40% 41% 41% 
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There are approximately equal proportions of the total images in the prospectuses of 
elite and above average schools, and these marketing materials contain nearly twice 
the images of below average schools. The schools with the most girls have 
significantly more images than do those with the fewest girls, in fact, schools with the 
most girls have a ratio of three images to every two in the schools with the least girls. 
 
How	the	Proportion	of	Girls	in	a	School	Impacts	What	Boys	Are	Shown	
Doing	
 
These various school sectors become more obviously differentiated once we consider 
what the students in these images are doing. Following Dewey (1977), I have divided 
these images by whether the students are engaged in schoolwork that could be 
classified as traditional or non-traditional. That is, if students are depicted engaged in 
strictly academic work, such as, in a science classroom, or in using information 
technology equipment. This has been defined as Traditional school work. Those 
shown playing music, engaged in drama, art or cooking have been classified as 
engaged in Non-traditional schoolwork. Students have also been categorised as 
playing Sport or as Standing Outside as separate categories to both Traditional and 
Non-traditional (see Image 21 for visual examples of Traditional, Non-traditional and 
Standing Outside).  
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Traditional Schoolwork 
  
NEPS1014 BAGS954 
Non-Traditional Schoolwork 
  
AAGS1047 AAGS1082 
Standing Outside 
  
AAGS1038 AAGS1082 
Image 21 Traditional, non-traditional schoolwork and students standing outside  
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All	Work	and	No	Play	
 
Figure 25 provides the proportions of images representing Traditional and Non-
Traditional (including students playing Sport in this instance) school activities for the 
various grouped schools – both ICSEA and proportion of girls.  
 
 
Figure 25 Traditional vs non-traditional schoolwork images 
As we found in previous chapters, the images used in school prospectuses, when these 
are organised by the schools’ ICSEA, show an inverse relationship between images 
showing students engaged in traditional and non-traditional school activities. Elite 
schools are more likely to display students engaged in non-traditional activities while 
below average schools are more likely to show them engaged in traditional school 
work. In fact, elite schools are nearly four times as likely to show students doing non-
traditional subjects than they are to show them doing traditional school work.  
 
Above average schools are eleven per cent more likely to show students doing non-
traditional than traditional schoolwork, but the opposite pattern exists for below 
average schools. In these students are nearly three times more likely to be shown 
doing traditional schoolwork as they are to be shown engaged in anything that might 
be read as fun. 
 
More	Girls	More	Fun	
 
The proportion of girls attending a school impacts on the images chosen. The more 
girls attending a school, the more likely it is that students will be shown engaged in 
non-traditional subjects. One-in-two images from schools with the most girls show 
students engaged in non-traditional schoolwork, whereas these constitute only slightly 
more than one-in-three images in schools with the least girls.  
 
As has been already said, images depicting students engaged in the most traditional 
school subjects are likely to show those students under the most explicit form of 
school imposed discipline. Schools with the lowest ICSEA scores and those with the 
fewest girls are most likely to display images of students under these most explicit 
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forms of manifest discipline, while those schools with more girls or higher ICSEA 
scores show fewer such images and are therefore more likely to show school as a 
place of fun, rather than as overwhelmingly focused on work. 
 
Figure 26 shows the proportions of images that contain only boys, only girls or mixed 
groups of boys and girls where there are two or more students in the images – that is, 
all images other than those of a single student. There are forty-eight images in the 
prospectuses with a single boy and forty-one with a single girl – these images make 
up 37 percent of all images that contain students. 
 
 
Figure 26 Images of two or more students  
Again, elite co-educational schools are more likely to show images of groups of boys 
together than are any other ISCEA grouped schools. In fact, images of boys’ only 
groups make up a quarter of all images of students in elite schools, twice that of boys’ 
only groups in government schools where they are only around one-in-eight images.  
 
The schools with the most girls are more likely to show images of boys’ only groups 
than are the schools with the most boys – one-in-five of such images compared to 
one-in-seven. That is, in schools with the most boys there are fewer images of boys’ 
only groups. This may be because images of groups of boys are likely to remind 
parents of the disparity in the school population between the sexes and are therefore 
such images might be avoided by these schools.  
 
Overwhelmingly, in all groups of schools (whether by sex or by class), if there is 
more than one student in an image, it is likely that image will be of a mixed sex group 
– but even here there are differences.  
 
Above average schools have many more images of mixed sex groups than do the 
other two ICSEA groups. Below average schools are more likely to show images of 
groups of girls, one-in-four of all images they display – again putting them in an 
inverse relation with the proportions of all boy and all girl images shown in elite 
schools. The proportion of girls’ only images barely changes based on how many girls 
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attend the schools – but there are fewer images of boys only groups and more of 
mixed groups as the number of girls in the schools decrease.  
 
More	Boy	Posers	
 
Table 62 presents the proportions of posed images by both ICSEA grouped schools 
and schools by the proportions of girls. 
 
Table 62 Posed images of students  
Elite 33% 
Above Average 48% 
Below Average 56% 
>47% 40% 
<=47% 49% 
 
As we saw in a previous chapter, the schools with the lowest ICSEA scores have the 
most posed images. Here we see that this also holds for the schools with the fewest 
girls.  
 
As was said previously, posed images show students under the explicit discipline of 
the photographer and therefore reinforces the notion of discipline being imposed upon 
students. Schools with the most boys are more likely to show their students engaged 
in the most traditional forms of school work, more likely to show students in posed 
images, and less likely to display groups of students at all, particularly groups of boys.  
 
Rarely	in	Crowds	
 
The notion that groups of boys might appear threatening to parents – particularly 
when shown in schools with the fewest girls – may go some way to explaining the 
preference schools have for showing more images of girls than of boys, although such 
a view does not need to reject the role of the male gaze plays in the choice of such 
images (Berger 1973). These choices can be over-determined. It is important to 
remember that schools are likely to want to attract girls, particularly middle-class girls 
(see, for instance, Ball 2006b; Gewirtz et al 1995) as they are most likely to succeed 
while requiring fewer of the school’s resources to educate (Youdell 2006). 
 
Images with a single student constitute over a third of images of students in all 
prospectuses. There are clear differences in the proportions of boys and girls in these 
images when schools are organised by both ICSEA score and by the proportions of 
girls that attend these schools. Table 63 provides the proportions of students by sex in 
single student images. 
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Table 63 Single student images by sex 
 % Male % Female 
Elite 66% 34% 
Above Average 42% 58% 
Below Average 37% 63% 
> 47% 53% 47% 
<= 47% 47% 53% 
 
Elite and below average schools stand once again in inverse relation to one another, 
with above average schools somewhere between these extremes. That said, above 
average schools are more likely to show girl-only images at a rate of three-to-two 
single person images of boys – this is still close to the inverse of elite schools.  
 
The more boys there are in a school, the less likely it is that the school will show 
images of boys on their alone. This seems somewhat strange, as presumably this 
would be the least intimidating way of showing boys as shown in Image 22. 
 
   
BAGS935 Girls 44% NEPS1014 Girls 47% AAGS1047 Girls 48% 
Image 22 Single boy images 
Mixed	Sex	Groups	
 
Figure 26 above shows that coeducational schools overwhelmingly display images of 
boys and girls together – rather than single sex images. It is important to stress the 
significance of this. As is mentioned in Answering Back (Kenway et al 1998) and 
documented in Boys, Girls and Achievement (Francis 2000) and Gender Play (Thorne 
1999) – getting boys and girls to work together in co-educational settings, particularly 
in the early years of secondary education, is anything but easy. In fact, requiring boys 
and girls to work together is often seen by students as a form of punishment and is 
frequently used by teachers to maintain order in classrooms (Kenway et al 1998).  
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Thorne (1999) explains that it is highly unlikely for boys and girls to work together 
spontaneously, even if they are friends outside school. She says that because 
adolescents are coming to terms with their sexuality, the idea of them actively 
choosing to work with someone of the opposite sex would likely provoke teasing 
from their peers and therefore be actively avoided. 
 
But this is the opposite of what is shown in these marketing materials. Even when 
only two students are pictured, that is, where this threat of being considered a couple 
is most likely, images of a boy and girl together make up the single largest category of 
all two-person images. To labour the point, this least likely form of spontaneous 
student interaction constitutes the most likely displayed interaction between students 
in the prospectuses – shown twice as frequently than either boys only or girls only 
interactions.  
 
It is interesting to note that in the school video for the highest ICSEA government 
school (AAGS1092), a video that extensively displays candid, in-class interactions 
between students, and filmed to display their use of technology, there is not a single 
image of a boy and girl working together – and this is true not only when the images 
contain two students, but also in any of the group images in the video. 
Boys	In	and	Out	of	the	Classroom	
 
Figures 27 to 31 are of a series of five graphs showing the proportions of students 
engaged in various school activities: traditional and non-traditional school work, 
school work combined, sport and standing around outside. The schools with the most 
boys have been coloured blue – more equally gendered schools orange. 
 
 
Figure 27 Male and female students shown doing traditional schoolwork 
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Figure 28 Male and female students shown doing non-traditional schoolwork 
 
 
Figure 29 Male and female students shown doing schoolwork (total) 
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Figure 30 Male and female students shown doing sport 
 
 
Figure 31 Male and female students shown standing outside 
Schools with the most boys are slightly less likely to show images of boys only 
groups engaged in traditional schoolwork than are schools with more equal 
proportions of girls. However, they are nearly twice as likely to show single-sex 
images of girls engaged in traditional schoolwork than they are of boys only groups 
doing traditional school work. They are also less likely to show students engaged in 
non-traditional schoolwork in any configuration of students than are the schools with 
more equal proportions of boys to girls.  
 
Combining these activities – and therefore looking at images showing students 
engaged in any form of schoolwork – the schools with the most boys are the least 
likely to show boys doing schoolwork, and this is true whether they are shown in 
single sex or mixed sex groups. In schools with the most boys, boys only appear in 
one-in-every-four images doing schoolwork, while girls appear in one-in-three 
images.  
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In schools with the most girls, boys are as likely to be shown doing schoolwork in any 
configuration as girls are. Most importantly, boys are much more likely to be shown 
doing non-traditional school subjects (such as art or music) than are boys in schools 
with the most boys.  
 
Schools with a more equal balance of the sexes are more likely to display boys in 
activities that assume a broader range of acceptable masculinities (Connell 2000) than 
appear to be available in schools with the highest proportions of boys. This is 
reminiscent of the findings of Kenway et al (1998) that all-boy classrooms are likely 
to reinforce hegemonic masculinities, both in teachers and students, and to normalise 
sexual harassment. As the authors say, this ‘individualises cases of sex-based 
harassment, and treats the issue simply as one of containment through the threat of 
punishment’ rather than viewing such harassment as symptomatic of ‘unequal girl-
boy power relationships which are the basis of harassment’ (p.127). 
 
At first glance this finding that schools with the most boys are the least likely to show 
them engaged in school work may appear to be the opposite of what might be 
expected. That is, the argument of this chapter is that boys are most likely to be felt to 
require imposed discipline and so showing boys engaged in schoolwork would be the 
most obvious way of showing the school responding to this. However, schools with 
the most boys have the fewest images of boys engaged in any form of schoolwork. 
 
This might be explained by the fact that schools are seeking to attract girls, 
particularly schools with the lowest proportions of girls already, and so showing 
images of girls working undisturbed in classrooms is likely to appeal to their parents 
and make these spaces appear more welcoming. In these schools, boys are more likely 
to be shown engaged in schoolwork when they are accompanied by a girl, but still 
less likely to be shown in classrooms in general than are girls. Schools with more 
equal proportions of girls-to-boys have an equal balance of images of boys and girls 
in the classroom. 
 
Sport provides an abundance of images of boys’ only groups in both sectors. While 
images of boys only playing sport make up about one-in-nine images of students in 
these materials, images of girls playing sport, in contrast, make up only one-in-twenty 
images.  
 
There are more images of boys and girls playing sport together (something one would 
presume would be quite unlikely to see in real life) than there are of girl only groups 
playing sport (c.f. Wright & O’Flynn 2007). Sport is certainly being coded male – but 
having said that, this also highlights how academic and non-traditional school work 
are coded female in schools with the most boys. 
 
Stand	Up	Straight	and	Face	the	Camera	
 
The single largest category of images from schools with the fewest girls is that of 
mixed-sex groups not actually engaged in any sort of schoolwork or play at all. That 
is, merely standing around outside. Such images represent one-in-five of all student 
images in these prospectuses. Schools with the most boys are twice as likely to show 
students just standing around.  
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Overwhelmingly, these images of students are highly posed. They are mostly of either 
groups of boys and girls standing looking directly at the camera, or of students 
strolling rather improbable with a teacher. Image 23 provides examples of these.  
 
  
BAGS955 39% girls AAGS1075 49% girls 
Image 23 Posed groups of students 
 
The schools with the most boys display a preference for images of students under the 
direct discipline of the photographer, something which has been discussed in a 
previous chapter in relation to ICSEA score.  
 
Again, this shows a preference for explicit discipline being made manifest in these 
schools. In the prospectuses of schools with the most boys, boys are likely to be 
shown either playing sport in all-boy groups or standing around in highly posed 
images beside girls. In fact, boys in such schools are as likely to be shown standing 
around outside as they are to be shown in classrooms engaged in schoolwork – and 
are least likely to be shown engaged in non-traditional school work that might be 
thought of as either fun or not appropriately masculine. That is, these boys are shown 
playing sport, but rarely playing music.  
 
In schools with the most boys, a quarter of the images show boys engaged in 
schoolwork (either with girls or in all boy groups), while the girls in these schools are 
shown engaged in schoolwork in 41 per cent of images. However, in schools with a 
more even balance between the sexes there is no difference in the likelihood of boys 
or girls being shown engaged in schoolwork – in both cases it accounts for 41 per cent 
of images. If schoolwork is gendered feminine in the most male schools. 
 
Male	and	Female	Domains	
 
As has been shown, images of students playing sport are much more likely to come 
from schools with the highest ICSEA scores. While girls are more likely to be shown 
playing sport if they are at a school with a more equal balance of the sexes, having 
more girls in a school does not overcome the gender differences associated with 
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sports. The types of images chosen to display boys or girls playing sports differ in 
ways that highlight that sport is a male domain, becoming something often frivolous 
for girls. 
 
It is more likely to see mixed sex groups of students playing sports in government 
schools than it is in elite schools. Almost a quarter of all images of children playing 
sports in government schools are of mixed sex groups (but as will be discussed further 
in the next chapter, while this constitutes seven of thirty-one images, all but one of 
these are of white students). Image 24 shows some of these mixed sex images of 
students playing sports. 
 
  
EPS1160 43% Girls BAGS979 52% Girls 
Image 24 Students mixed gender playing sport 
Image 24 captures a moment in a tennis game when the girls are watching the 
prowess of the male student. As we will see, this is a common theme. 
 
As discussed by Gottschall et al (2010), boys, particularly in elite schools, are 
frequently shown mud-splattered and physically engaged in sport. Image 25 shows 
examples of these. 
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EPS1130 46% Girls EPS1160 43% Girls 
Image 25 Boys and sport 
While it is not true that there are no such images of girls physically engaged in sport, 
they are much rarer and are more likely to have been manipulated in some way (that 
is, the images tend to not be natural, but rather to have been photo-shopped or staged).  
 
It is also frequently the case that it is difficult to be able to tell what sport is being 
playing – the middle photograph in Image 26 is a case in point – the girl is showing 
lots of determination, clearly playing some form of sport, but what sport she is 
playing has been made obscure. The ‘jokey’ images of students playing sports mostly 
contain girls only. Notice that the image from ICSEA 1047 has had its the background 
manipulated so that it is incongruously zooming about the girls playing netball. 
 
   
AAGS1047 48% Girls EPS1168 48% Girls AAGS1002 41% Girls 
Image 26 Girls and sport 
When boys are shown playing sports they are shown playing clearly identifiable 
sports. Image 27 shows some pictures of boys engaged in sport. 
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EPS1165 48% Girls NEPS1014 47% Girls EPS1177 4% Girls 
Image 27 Boys playing sports 
Even where girls are shown playing sports they are likely to be in posed shots. Image 
28 gives some examples.  
 
  
AAGS1047 48% Girls AAGS1046 48% Girls 
Image 28 Girls playing sport 
Although the marketing materials in the sample examined for this thesis did not 
contain any images of girls shown coquettishly on display in their sports uniforms, 
where there is no discernible sport being played – a broader look at the materials 
analysed prior to selecting the sample of materials under analysis here showed a 
number of such images. Image 29 is illustrative of these representations. 
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Non-Elite Below Average 
Government 
Elite 
Image 29 Girls on display in sport uniform 
Even where boys are shown not actively playing sport, they are arguably not on 
display in the same way that girls are. They are either shown as if caught about to 
start playing, or as if they have just won an event. Image 30 provides examples. 
 
   
NEPS1014 47% Girls EPS1160 43% Girls AAGS1075 49% Girls 
Image 30 Boys on display in sport uniform 
Goffman (1979) says that men are regularly portrayed as incompetent as soon as they 
enter the female domain. This is a key gender stereotype and repeatedly shown in 
these materials. Where girls are shown posing and playing-around in sporting images, 
they are shown fully engaged in any images involving cooking. Boys in images 
involving cooking are shown in ways that are ambiguous at best. Frequently they are 
presented as posing or talking beside girls who are doing the real work. Image 31 is 
illustrative of these representations. 
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AAGS1082 51% Girls EPS1168 48% Girls AAGS1075 49% Girls 
   
AAGS1047 48% Girls Below Average 
Government school  
AAGS1002 41% Girls 
Image 31 Boys and girls in the kitchen 
Sometimes, as in Image 32, schools seem to go out of their way to stress gender roles.  
 
   
Above Average Regional 
Government 
Below Average 
Regional Government 
NEPS1032 51% Girls 
Image 32 Gendered stereotypes 
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Someone’s	Looking	at	You	
 
The kinds of interactions likely to be displayed in school prospectuses between boys 
and girls are also highly gendered and stereotypical. For instance, identifying patterns 
of who looks at whom and how they look at each other are not easy to notice without 
a content analysis. Nevertheless, common themes repeatedly appear. It is girls who 
are looked at in most cases, they continue to be the object of the gaze. Figure 32 
shows the relative proportions students by the sex looking at or being looked at by 
others.  
 
 
Figure 32 Students watching other students – all schools 
 
Female students are looked at by other students nearly twice as often as male students 
are. The least likely combination of students as observer/observed is a male student 
watching another male student. 
 
Again, these bare figures do not tell the whole story. Not only are girls more likely to 
be watched, and more likely to be the watcher, but how girls look at other students 
(particularly boys) is different from how boys look at other students (particularly 
girls).  
 
Affection	for	Boys	
 
Male students are much more likely to be watched in a way that shows appreciation, 
regard, reward or esteem. Girls are much more likely to be observed as a kind of 
assessment. And this assessing gaze is not merely sexual, but judgemental in all 
senses. 
 
When boys are pictured being watched they are often in situations of high social 
significance. For instance, Image 33 shows a young man being watched by his fellow 
students while shaking the hand of the school’s head mistress.  
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Image 33 Male student shakes hand of principal 
Image 33 is significant for several reasons. This school is below average government 
school, but one of the few co-educational schools with more girls than boys. As was 
discussed in a previous chapter, below average government schools are the least likely 
to show images of teachers.  
 
This image shows the disciplining gaze in its positive form – that is, as reward rather 
than censure. The other students are watching the boy be congratulated, although we 
are never informed why, but presumably for displaying model student behaviour of 
some kind. He receives both the esteem of the principal and that of his fellow 
students. 
 
There is not a single instance in any of the materials viewed for this research 
(including all materials observed through the process of selection) where a female 
student is shown being rewarded in a way similar to this.  
 
As Goffman (1979) and O’Barr (1994) point out, females are often only shown in 
socially superior attitudes when they are in the company of those considered to be 
their cultural inferiors. Image 34 shows a sequence of stills from a school marketing 
video where a white female student is playing piano before students in a hall. 
 
   
Image 34 Female student playing piano from a sequence of screen shots AAGS1008. 
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Here the audience is overwhelmingly non-white. By way of contrast, Image 35 shows 
a random group of students from earlier in the same video. Here there is not a single 
non-white student. 
 
 
Image 35 Random group of students from earlier in same video as image 34 
The intersection between race and sex will be explored in more detail in chapter 10. 
 
How girls look at boys in these images is much more frequently a display of some 
form of affection or appreciation. For instance, girls are often shown laughing while 
looking at boys and, as mentioned in the previous chapter, images with students 
laughing occur almost exclusively in non-government school marketing materials.  
 
Girls laughing with boys reinforces the highly-valued male stereotype identity of the 
larrikin, as has been noted in other research (Connell 2000; Thorne 1999). Image 36 
provides examples – again, no single instance of the reverse (boys clearly laughing at 
something a girl has said) has been found. 
 
   
EPS1160 43% Girls EPS1165 48% Girls NEPS1032 51% Girls 
Image 36 Gendered centring of attention 
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Girls are also much more likely to look at boys with unconcealed affection. Image 37 
makes this point. 
 
   
BAGS955 39% Girls EPS1160 43% Girls NEPS1014 47% Girls 
Image 37 Girls looking at boys 
In the case of the photograph from non-elite school ICSEA 1014 in Image 37, not 
only are four blonde females looking at a single male student with affection, but one 
of these females is the principal of the school.  
 
Boys are often shown taking a lead role in schoolwork, while female students watch 
on. Image 38 provides examples. 
 
   
BAGS954 52% Girls AAGS1008 42% Girls EPS1165 48% Girls 
Image 38 Girls watching boys work 
The	Judgemental	Gaze	
 
This is significantly different to how female students are displayed and watched by 
boys. When a female student is doing the work, the attitude of the boys watching is 
often one of assessment, as shown in Image 39. 
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AAGS1002 41% Girls AAGS1075 49% Girls 
Image 39 Boys watching girls work 
 
This is a different form of appraisal to that shown in Images 38 and 39. Here the boys 
appear to be assessing the girls, and in one case the boy is taking notes on her 
performance. While boys are shown assessing girls in these images, the opposite has 
never been found to be the case.  
 
The	Calming	Influence	of	Girls	
 
Elite school EPS1165 has 48 per cent girls, and spends much of its promotional video 
discussing the virtues of co-educational schools. This is a point of difference with 
many of the private schools in the same suburb that are single sex or parallel 
education schools.  
 
The principal (who provides all spoken commentary in the video) says,  
 
We want them to be able to work together irrespective of gender… there is no 
empirical evidence to demonstrate that single gender or co-education schools 
are going to provide a greater academic result at the end of the day, but is it 
the academic result that we are most concerned about? 
 
However, a concern parents have when sending their daughters to co-educational 
schools is that boys will dominate the attention of the teachers. It is therefore 
surprising that the following Image 40 might be included in the video, effectively 
confirming such fears, with a female teacher helping a male student, with her back 
turned away from the female student who is barely able to see what the teacher is 
showing the boy. 
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Image 40 Teacher repose in helping a male student from video still 
Girls are perceived as providing a calming influence on boys and as such are often 
displayed in situations where this influence can be witnessed by prospective parents. 
The most obvious example is Image 41 used as the first image to appear on the 
website of an average government school not analysed in this thesis.  
 
 
Average Government Secondary College ICSEA 1000 
Image 41 Girls as calming Influence 
This image consists of two girls and four boys – however, the image is clearly 
dominated by the two girls. Not only is the depth of field organised to highlight the 
blonde girl closest to the camera, and therefore the person we are instructed by the 
focus of the image to look at, but it is only the girls who are looking directly to 
camera. The four boys appear to be unaware of the camera’s existence.  
 
The boys are focused on school work that is absorbing their entire attention. They are 
presented as one would assume parents of both sexes would like to see boys at school: 
quiet, calm and studious.  
 
This image also displays girls in ways their parents would also presumably like to see 
them. They are confident, happy and in complete control of the situation. This image 
is from a school with an ICSEA of 1000 (that is, the average Australian school – 
falling between this thesis’s categories of above and below average government 
schools) with a near even gender balance – (51-49% boys to girls).  
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In her classic work on the politics of sexism in Australia, Damned Whores and God’s 
Police (1994), Anne Summers says that the history of gender relations in Australia 
can be categorised by two stereotypes of women, one presenting them as a source of 
evil and the other as those who sustain moral virtue. Summers asserts that from the 
1840s the primary role of women has been ‘to curb the restlessness and rebelliousness 
in men and instil virtues of civic submission in children.’ (p.67) 
 
The stereotypical gender roles contained in the school marketing materials analysed in 
this research are indicative of the unconscious application of patriarchal norms and 
hegemony.  
 
The	Disciplining	Influence	of	Girls	
 
This role of female students in constraining the excesses of male behaviour is shown 
in the subtext of a marketing video for an above average school (AAGS1050, 42% 
girls). 
 
The video is composed of a series of staccato shots of students speaking mostly 
directly to camera and discussing the benefits of attending their school. The students 
rarely have a spoken line that is a full sentence or longer than four words, mostly they 
say a single word before the camera cuts to another student. To give a feel for this, 
part of the text runs: 
 
For us, AAGS1050 means many things: (Asian Girl) 
 
Friendship (White Boy) 
 
Respect (White Boy) 
 
Belonging (Blonde and Southern European girls speaking in unison) 
 
Acceptance (White boy) 
 
Hard work (Southern Asian boy) 
 
Motivation (Asian Girl) 
 
As an above average school many of these words relate to interpersonal skills, in 
much the same way as was discussed in the previous chapter. The video has four boys 
and three girls. Two of the girls are always in frame together, both have long hair 
cascading over their shoulders, one is blonde and the other brunette, of Southern 
European background – they invariably speak the same lines in unison. The other girl 
is Asian and is always shown alone. 
 
While the plot of the video is of a group of students praising their school, the sub-plot 
concerns one of the boys apparently undermining this intent by fooling around – that 
is, while the others are being unequivocally positive about the school, he interjects 
nonsense.  
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For instance, one of his contributions in the list of ‘many things’ the school means to 
these students quoted above is ‘pickles’. His contribution to a list of subjects the 
students ‘love’ is ‘elephants’, and his contribution to finishing the sentence 
‘AAGS1050 makes us feel’ is ‘underpants’. 
 
As mentioned above, the role of the larrikin is a high-value one for males within 
schools. What is particularly interesting here is that every time the boy misbehaves, 
the two girls seek to bring him back into line. For instance, after he interjects with, 
‘pickles’ they say ‘What?’ When he says, ‘elephants’ they respond with, ‘Stop that!’ 
It is only after he says, ‘underpants’ that another boy in the video responds with, 
‘Hey!’. The dialogue continues: 
 
   
Turnips Seriously? Last One 
   
Promise? Yes Okay. 
Image 42 AAGS1050 promotional video screen shots 
When the implied censure from the two girls proves ineffective, there is always the 
threat of aggression from the boy in the white shirt. When the boy who is acting up 
agrees to behave appropriately he immediately receives the approval of the two 
females. 
 
This is an effective video and possibly more so due to this sub-plot of the larrikin boy 
being brought back into line by his fellow students. That is, a video without this sub-
plot would be less effective because the students would have merely heaped 
extravagant praise on the school, something that might have struggled to overcome 
the cynicism of the audience. Nonetheless, this sequence works by inserting a plot line 
that actively reinforces gendered stereotypes. 
 
Relationships	and	Work	
 
Another marketing video, for non-elite school (ICSEA 1037, 51% girls), also presents 
a number of students speaking direct to camera about the benefits of their school. 
Three of the students speak about how easy it is to make friends at the school: an 
olive-skinned young boy, a blonde girl and an olive-skinned girl. Only one student 
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gets to speak about the academic benefits the school offers, as is shown in Image 43, 
this is a white boy. 
 
 
“That’s just it. NEPS1037 really stands out educationally. We’ve got a great 
program, awesome teachers, we’ve got one-on-one communications and you get a 
great experience overall.” 
Image 43 NEPS1037 Student discusses academic program of school: screen shot 
Girls and young boys speak of relationships, older boys of work. We come back to 
this video in the next chapter when considering the role ethnicity plays in who gets to 
say what in these marketing materials. 
	
Schools reiterate socially acceptable gender roles in their marketing materials. They 
do so in the proportions of girls they choose to display within the population of these 
documents themselves, they do so by what students are allowed to do and say, and 
this gender stereotyping is most evident in the schools with the most boys. But the 
more equal balance of the sexes in schools, the less likely that hegemonic masculinity 
will be the only masculinity on display and the more likely it will be that boys will be 
shown being engaged in all aspects of school life, rather than just sport. 
 
Chapter	Summary	
 
Overall, and particularly for co-educational government schools, the proportion of 
girls attending a school has an inverse relationship with the number of girls shown in 
the school’s marketing materials. That is, the fewer girls attending the school, the 
more girls will be shown in the school’s marketing materials. In one school with 
slightly over one-in-three students at the school being female, over two-in-three 
students pictured in its prospectus are female – nearly the exact inverse of reality. The 
proportions of school population to those displayed only approach a balance when the 
proportions of girls to boys in the school itself comes close to balance. That is, to 
make this point as clearly as possible, the more boys there are at a particular school 
the less likely boys will be shown in the school’s marketing materials. 
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This reiterates the notion that marketing materials seek to present the least threatening 
– in the sense of the most disciplined – vision of the school possible if the schools 
consists of large numbers of students that middle class parents may consider 
potentially threatening (working class students in the case of Low ICSEA schools and 
boys in schools with an unequal gender mix – see Kenway, Willis, Blackmore & 
Rennie 1998 or Thorne 1999 for a fuller discussion of this theme). 
 
Elite co-educational schools stand out in that they are more likely to show images of 
boys only than they are to show images of only girls or of mixed groups. Every other 
ICSEA group of co-educational schools are more likely to show images of boys and 
girls together in the majority of images containing more than one student. This is 
interesting as such interactions are the least likely to occur naturally – that is, children 
are more likely to be found in single sex groups than in mixed sex groups, even in co-
educational schools, and this remains true until the last years of secondary school 
(Thorne 1999). Nevertheless, this is inverted in almost all school marketing materials, 
with images of mixed sex groups being fifty percent more likely than either boy only 
or girl only groups. This proportion of single sexed to mixed sex groups does not 
change with the proportion of girls who attend the schools – that is, despite the sex 
mix of students attending the school, around forty percent of all images will show 
boys and girls interacting. 
 
As was discussed in the last chapter, schools with the lowest ICSEA display their 
students engaged in the most disciplined of school subjects. However, when the 
images were analysed in terms of the proportions of girls attending the schools there 
were slightly more images showing students engaged in the most traditional (and 
therefore strict) school subjects in schools with the fewest girls. What is perhaps more 
interesting is that there were many fewer images of students from schools with an 
excess of boys engaged in non-traditional school subjects than in schools with an even 
mix of sexes. The proportion of girls at a school was not determined by the socio-
educational advantage of the school, so this difference in implied discipline is not 
reducible to what has been discussed already in the previous chapter in terms of 
school ICSEA. The more girls in a school, the more likely it is that students of both 
sexes will be shown engaged in a wide range of subjects, not only the strictest 
subjects. Boys are less likely to be confined to hyper-masculine activities in schools 
with higher proportions of girls (c.f. Connell 2000). 
 
In a reiteration of the theme that posed photos are applied to schools where the 
stereotype implies students will require more explicitly imposed discipline, schools 
with the highest proportion of boys have nearly ten per cent more posed images than 
schools with a gender balance. 
 
Schools with the most boys are less likely to show images of boys engaged in school 
work generally, schools with a more equal gender balance are nearly twice as likely to 
show images of boys engaged in school work as schools with the highest proportions 
of boys. In schools with the most boys, images of girls only engaged in school work 
are nearly twice as likely to occur as images of boys only engaged in school work – 
boys only and girls only groups are shown in near equal proportions in schools with a 
more equal gender balance. There are many more images of mixed groups of boys 
and girls studying together in gender balanced schools than in schools with an excess 
of boys.  
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In schools with the most boys, boys only groups are most likely to be shown playing 
sport – the most hegemonic of male activities. Interestingly, in schools with a more 
equal gender mix boys are more likely to be shown doing school work than in playing 
sport and nearly as likely to be shown engaged in non-traditional school work (art, 
drama, music – subjects often coded female) than shown playing sport. This 
preference stresses the most hegemonic masculinity is displayed in schools with the 
most boys, something repeatedly found in the research (Connell 2000; Kenway et al 
1998). 
 
Schools with the most boys frequently show boys in mixed sex groups standing 
around in the school grounds and these most often in posed shots. Such images make 
up over one-in-five of all images in schools with the most boys, but only one-in-nine 
of the images in schools with a gender balance. In such images, boys are constrained 
by the authority of the photographer, are pacified and under control, and are unable to 
disrupt or dominate the learning environment, which is shown in such schools as a 
female domain.  
 
The reiteration of school subjects as essentially gendered, and how students from the 
non-preferenced sex are shown in these gendered spaces, reinforces stereotypes. Boys 
engaged in sport are serious and shown engaged in clearly identifiable sports and 
performing highly successful actions – hitting balls, diving into water, catching a ball 
while perched on the shoulders of a player from an opposing team and so on. These 
are images defined by their realism; whereas images of girls playing sports are often 
jokey, overwhelmingly posed (and therefore showing girls not actually engaged in 
‘sport’ per se), incorporate photographic techniques that make the image look 
unnatural or are taken in ways that make the sport being played impossible to decode.  
 
While this research found that the images used to display boys in sport matched that 
of previous research (Gottschall et al 2010), it did not find that images of girls in sport 
in these materials matched the more caring and communal potentials suggested 
(Wardman et al 2010). Overwhelmingly, girls were on display in images connecting 
them to sport – in some images this display was overtly flirtatious and sexual in ways 
one might assume schools would seek to avoid. 
 
This attitude was reversed when boys entered areas coded female. Boys in images 
taken in cooking classes are rarely shown actively engaged in work, but rather either 
posing to the camera or absentmindedly talking to a girl who is shown listening while 
actively working. 
 
In co-educational schools when an image is presented in which one student or teacher 
is looking at another student or teacher, the sex of the person being looked at (and 
often the sex of the person looking as well) is most frequently female. In fact, females 
are twice as likely to be the object of someone looking in an image as males and are 
nearly twenty per cent more likely to be the person looking.  
 
Nevertheless, how students are depicted looking at others also differs by the sex of the 
person. Boys are much more likely to be shown as the object of an approving gaze, 
one that identifies them as worthy of esteem. The students being watched by other 
students receiving the praise from a teacher are all boys. Girls are frequently shown 
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appreciating a joke told by a boy, smiling at boys with affection or looking at them 
with an air of pride. The reverse is never the case. Boys are frequently shown 
appraising the work of girls – almost as a substitute teacher.  
 
When a girl is the object of praise – the example found in the thesis is a white student 
playing piano – those applauding are male students that are highly ethnically diverse, 
with no white male students in the group at all – a trope identified elsewhere too 
(Goffman 1979; O’Barr 1994) and something to be discussed in fuller detail in the 
following chapter. 
 
When boys and girls interact in classroom situations, it is the boy who is the centre of 
attention, the boy who uses the equipment, or who writes up the results. If the girl is 
shown actively engaged in an activity, then the boy appraises her work – something 
that is never shown in reverse. 
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10.	Ethnicities	as	Value	Systems	
 
This chapter analyses how ethnicity is represented in school marketing materials. As 
was discussed in chapter 3, there are difficulties in discussing this topic. Definitive 
information on the ethnic background or ancestry of student populations in individual 
schools is simply not available. The only information available is from the My School 
website (ACARA 2016) and this relates to the proportion of students attending the 
school who are from language backgrounds other than English (LBOTE).  
 
The	Difficulties	of	Ethnic	Classification	
 
Much of the discussion undertaken in this chapter is based on the author’s best guess 
at the ethnicity of people displayed in these materials. Students have been divided into 
three categories: White, Asian and Other. That is, those categorised as White are 
anyone who looks as if they came from North-West Europe, those categorised as 
Asian are those who look as if they come from East Asia and those categorised as  
Other includes everyone else. Image 44 provides exemplar images of each categories. 
 
   
White Asian Other 
Image 44 Exemplar students from categories White, Asian and Other 
 
The Other category is the most problematic here, not least since those viewing these 
materials are likely to have significantly different ethnic stereotypes in regards to all 
of those lumped together into this single category.  
 
For instance, the ethnic stereotypes associated with children from Greek or Italian 
ancestry are significantly different from those whose ancestors came from the Middle 
East, Somalia or the Pacific Islands. That said, these materials contain so few images 
of students identifiably from each (or any) of these backgrounds that ultimately it 
made sense to place them all in one category. 
 
While LBOTE is an imperfect way to determine the proportion of students attending a 
school that might be visually categorised as either Asian or Other, it is also true that 
many of those migrating to Australia in recent years with language backgrounds other 
than English would be unlikely to be categorised as White (Jupp 2002; Markus et al 
2009) – that is, they are far more likely to come from India, Somalia or Iran than from 
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Finland. As imperfect a measure as LBOTE is, it is the only one available to give any 
indication of the ethnic diversity of these schools. 
 
Table 64 provides the raw data from the schools of the proportion of students from 
LBOTE and the author’s attempt to visually categorise students displayed in the 
images of these materials into the three ethnic categories already discussed. (Because 
of rounding, sometimes the proportions of White, Asian and Other do not add to 
100% - the proportions of Asian and Other students have been added to provide a 
comparison with the total LBOTE percentage provided by the My School site for the 
school). 
Table 64 Students by LBOTE (My School website) and author assessment	
 LBOTE %White %Asian %Other %Asian+Other 
EPS 1130 1% 92% 8% 0% 8% 
NEPS 1032  2% 99% 0% 1% 1% 
AAGS 1075 4% 99% 1% 0% 1% 
NEPS 1014 4% 95% 0% 5% 5% 
AAGS 1038 6% 98% 0% 2% 2% 
AAGS 1053 12% 92% 0% 8% 8% 
BAGS 954 12% 96% 0% 4% 4% 
AAGS 1002 13% 85% 9% 6% 15% 
EPS 1160 (Prospectus) 14% 93% 6% 0% 7% 
EPS 1160 (Video) 14% 82% 18% 0% 18% 
EPS 1165 14% 99% 1% 0% 1% 
EPS 1172 18% 96% 3% 1% 4% 
EPS 1141 19% 93% 5% 2% 7% 
AAGS 1047 20% 52% 32% 15% 48% 
EPS 1177 20% 97% 3% 0% 3% 
BAGS 971 21% 82% 2% 16% 18% 
NEPS 1082  22% 68% 16% 16% 32% 
AAGS 1050 26% 57% 12% 32% 43% 
AAGS 1082 29% 69% 8% 23% 31% 
AAGS 1046 31% 86% 12% 2% 14% 
BAGS 979 36% 68% 0% 32% 32% 
BAGS 988 42% 89% 11% 0% 11% 
AAGS 1008 43% 60% 30% 10% 40% 
BAGS 955 47% 92% 0% 8% 8% 
EPS 1168 50% 85% 8% 7% 15% 
BAGS 921 57% 40% 34% 26% 60% 
BAGS 966 59% 33% 42% 25% 67% 
NEPS 1037  59% 35% 41% 24% 65% 
AAGS 1092 (Prospectus) 60% 71% 26% 3% 29% 
AAGS 1092 (Video) 60% 48% 44% 8% 52% 
BAGS 935 79% 32% 65% 3% 68% 
BAGS 961 85% 36% 12% 53% 64% 
AAGS 1024 NA 63% 10% 26% 37% 
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The total proportion of students from LBOTE from all schools is 37 per cent (ICSEA 
1024 has been excluded from this count as the My School website (ACARA 2016) did 
not provide the proportion of LBOTE students attending the school). On average 
almost two-in-five students at these schools is from language backgrounds other than 
English. In Victoria generally, 27% of all students are from language backgrounds 
other than English (DET 2017).  
 
As the ABS (2017) website makes clear, most migrants to Australia with LBOTE are 
from nations that would be more likely to be categorised as either Other or Asian in 
this scheme. 
 
Overall, there are 3139 students depicted in the marketing materials and of these 
2,493 have been classified as White, 351 as East Asian and 295 as Other. Table 65 
gives these overall proportions. 
 
Table 65 Ethnicity of students in images 
White Asian Other 
79% 11% 9% 
 
This table shows that 20 per cent of the students that appear in the images in school 
marketing materials have been categorised as Asian or Other – however, these schools 
have nearly twice that proportion of students from language backgrounds other than 
English. Given the likely ethnicity of students from LBOTE – as discussed above – 
this shows a marked preference for students who have been designated White in this 
scheme. 
 
Having no means to know the actual proportions of ethnicities at any individual 
school (even when so broadly defined) means that it is not clear if the proportion of 
students identified as East Asian has been inflated in these images or presents an 
accurate reflection of the proportion of students at these schools.  
 
Nevertheless, there has been a longer history of migration to Australia from countries 
that have been grouped together into the Other category and yet fewer students 
recognisably from these ethnicities are included in the images in these marketing 
materials.  
 
This might well relate to the fact that, in terms of school work in particular, East 
Asians are stereotypes as ideal migrants (Gillborn 2008; Stratton 2011). Other 
research has shown that white flight occurs from government schools to the private 
sector if government schools are perceived to have too many children from non-white 
backgrounds (Ho 2011). This may go some way to explaining the scarcity of images 
of such students in school marketing materials – particularly in non-government 
school marketing materials, who presumably benefit most from appearing to be 
almost exclusively white. 
 
Five-of-the-eight (5/8) elite schools have double-digit larger proportions of white 
students in their population of students on the pages of their prospectuses or 
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marketing videos than would be expected from their My School (ACARA 2016) 
LBOTE figures.  
 
In fact, it is only the schools with the fewest students from LBOTE backgrounds in 
this sector that have higher than expected proportions of such students displayed in 
their images. Mostly the students that these schools displayed from non-white ethnic 
backgrounds are very much skewed toward East Asian students, in fact, these schools 
hardly show any images at all of students that are not either classified here as White 
or East Asian.  
 
Non-elite schools are the only sector that show more non-white students than their 
LBOTE figures suggest attend the schools. This is not the result anticipated in the 
previous paragraph, as it one might assumed that it would be these schools that would 
be most likely to benefit from white flight from state schools, given these are at the 
cheaper end of the private school market. However, that these schools are often 
Catholic systemic schools that promote a strong sense of social justice, this may 
encourage them to display the diversity of their schools more than other schools 
might. 
 
Nevertheless, while these schools show similar proportions of images of Asian and 
Other students in their marketing materials overall, this very much depends on the 
proportion of students from LBOTE attending the schools. For instance, the school 
with the highest proportion of students from LBOTE (59% of all students) 
overwhelmingly have images of Asian students in its marketing materials and very 
few images of those designated Other here. 
 
Above average schools, as a group, have only four of their twelve marketing materials 
with more non-white students than their LBOTE figures suggest. Often there appear 
to be significantly more white students in the images than the LBOTE figures suggest 
attend the school. It is interesting to note that the above average school where a video 
and prospectus has been analysed, the video has an ethnic mix more in line with the 
proportions of LBOTE students listed on the My School website (ACARA 2016) than 
does their prospectus. 
 
The below average schools have the highest proportions of students from LBOTE 
attending, with seven of the nine schools having over a third of their student 
populations from LBOTE, and four schools having over half of their student 
populations from LBOTE. Only elite and below average schools have, on average, 
double-digit more White students in their images than they have proportions of 
LBOTE students in their school populations.  
 
As was shown in the previous chapter concerning gender, one’s ethnicity impacts 
what students are shown doing in these materials.   
 
Shown	and	Hidden	at	the	Same	Time	
 
An interesting case in point is an elite girls’ school’s prospectus, and how and where 
non-white students are shown. The images that contain any non-white students in the 
prospectus are shown in Image 45 along with the page number on which the 
photograph appears.  
		 	 	201	
 
Notice how frequently these students are obscured in some way, often with part of 
their body hidden behind another student, or their face obscured by a hat, or even 
when they are in the centre of the image, they are a pace or two back from the blonde 
white students in tight focus, while they are slightly out of focus.  
   
Page 2 Page 6 Page 14 
   
Page 15 Page 18 Page 20 
Image 45 Non-white students from elite girls’ school prospectus 
The image from page six above shows a mostly faceless Asian background student as 
the object of attention of two blonde students. The photograph on page 15 is the only 
picture in the prospectus in which an Asian background student appears alone and 
whose image is clear and unimpeded. She is engaged in the highly intellectual task of 
playing chess – such displays of Asian background students engaged in the most 
academic or intellectual of tasks is a theme of these materials. 
 
Raw figures of how many students are on display with discernible racial 
characteristics do not tell the whole story of how race is depicted in these materials. 
As with gender, we need to look closely at who is shown doing what and with whom. 
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Gender	and	Ethnicity	
 
The following discussion relates to the images that accompany the school 
prospectuses under analysis. Table 66 shows the proportions of all images that contain 
students categorised by race and sex. 
 
Table 66 Students in images of prospectuses by sex and race 
Sex/Race Category Number of Images Percentage of all Images 
White Male 48 21% 
White Female 38 17% 
White Mixed Sex 55 24% 
Asian Male 10 4% 
Asian Female 14 6% 
Asian Mixed Sex 5 2% 
Other Male 5 2% 
Other Female 6 3% 
Other Mixed Sex 5 2% 
Mixed Race Male 4 2% 
Mixed Race Female 9 4% 
Mixed Race Mixed Sex 27 12% 
 
Images that contain only white students in these prospectuses make up nearly two-in- 
three images (62%). Overwhelmingly, those images categorised here as mixed race 
include white students and often these images contain mostly white students.  
 
Before moving on to look at what students of various ethnicities are shown doing in 
these images, it is important to reiterate one of the main framing ideas of this thesis. 
That is, that certain students, due to their social class, gender or ethnicity, are more 
likely to be shown as being trusted to manifest internalised disciplined, while other 
students are expected to need externally imposed discipline.  
 
These trusted students are likely to be shown in the most naturalistic way (that is, in 
candid images where they look at home in their school environment). They are more 
likely to be shown engaged in activities that could be considered play rather than 
work. They are less likely to be under the watchful gaze of a teacher (either in frame 
or implied out of frame). Such trusted students are overwhelmingly white, middle 
class and female.  
 
Who	Does	What?	
 
The further a student is from any of these three characteristics of the ideal student 
(white, middle class and female), the more likely it is that that student will be shown 
in receipt of some form of externally imposed discipline, either literally under the 
disciplining gaze of someone in authority, or in a disciplining school location where 
such is a taken-for-granted aspect of the social space (Bauman 2000).  
 
Our stereotypes associate high academic achievement with Asian students – so, as 
will be seen, these students are more likely to be shown engaged in traditional 
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academic activities and less likely to be shown in non-traditional school 
environments.  
 
Table 67 follows similar categories from the previous chapter in providing details of 
what students are shown doing in these images: traditional, non-traditional and non-
academic – the category ‘non-traditional’ here includes images of students engaged in 
sport, while non-academic includes all images where students are not engaged in any 
form of educational activity at all, mostly standing around or walking between school 
buildings.  
 
The images for each of these have been divided by the ethnicity of the students 
shown: White, Asian, Other and Mixed Race groups. Of the 226 images in the 
prospectuses that contain students 141 contain only White, 29 only Asians, 16 only 
Other students, with 40 having a mixture of ethnicities. Table 66 also provides the 
proportion of images that might be expected if students were equally likely to be 
shown in any activity regardless of their ethnic background. That is, if ethnicity 
played no part at all in what students are shown doing in these images, then the 
proportion of times they would be shown engaged in any activity ought to match the 
overall proportion of times students of these ethnic backgrounds are shown in the 
images in all prospectuses. 
 
Table 67 Traditional, non-traditional and non-academic images  
 
Traditional Non-Traditional 
Non-
Academic Expected % 
White 45% 79% 57% 62% 
Asian 18% 8% 15% 13% 
Other 13% 8% 0% 7% 
Mixed Race 24% 5% 28% 18% 
Total 100% 100% 100% 100% 
 
Images that only contain white students are under-represented in those images that 
show students engaged in traditional school subjects, and over-represented in non-
traditional school subjects: that is, these students are under-represented in subjects 
that imply the most externally imposed discipline, and over-represented in subjects 
that might be read as fun. Four-in-five (4/5) non-traditional school subject images 
contain only white students.  
 
This pattern is reversed for Asian students who are more likely to be shown engaged 
in the most traditional school subjects, while under-represented in non-traditional 
school subjects. The proportion of images showing them essentially just standing 
around and therefore not engaged in any form of schoolwork is approximately what 
could be expected from their overall proportion in all images, while White students 
are slightly represented just standing around. 
 
Students categorised as Other are overwhelmingly clustered where they are likely to 
be perceived as under the strictest of school environments. They are shown at nearly 
twice the expected rate in images showing traditional school subjects. And while they 
are shown at nearly the expected proportion in images showing them engaged in non-
traditional school subjects, there are no images of Other students where they are not 
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engaged in some form of schoolwork, that is, where they are shown just standing 
around in a group, unless there are also shown with White or Asian students. 
 
Who	Does	What	By	Sex	and	Ethnicity	
 
Table 68 presents the proportions of all images of school children according to their 
sex and ethnicity. The figures in the table relate to the total number of images in all 
prospectuses that contain students and has been grouped by the ethnicity and sex of 
the students shown and what they are engaged in.  
 
Table 68 Proportion of students by school activity 	
 Traditional 
Non-
Traditional 
Non-
Academic All 
White Male 3% 15% 4% 21% 
White Female 4% 8% 4% 17% 
White Mixed Sex 6% 9% 9% 24% 
Asian Male 3% 1% 1% 4% 
Asian Female 2% 2% 2% 6% 
Asian Mixed Sex 0% 0% 1% 2% 
Other Male 1% 1% 0% 2% 
Other Female 1% 1% 0% 3% 
Other Mixed Sex 2% 0% 0% 2% 
Mixed Male 0% 0% 1% 2% 
Mixed Female 1% 0% 2% 4% 
Mixed Race/Sex 5% 1% 5% 12% 
Total 30% 41% 30% 100% 
 
Table 68 shows that in total students are mostly shown engaged in non-traditional 
academic subjects, and equally likely to be shown engaged in either traditional 
classroom activities or merely standing around.  
 
However, white boys are depicted engaged in non-traditional schoolwork at a rate 
nearly double that of white girls or of white mixed sex groups. These images are 
almost exclusively of white boys engaged in sport. They are five times as likely to be 
shown engaged in non-traditional subjects as they are in traditional academic ones.  
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Non-traditional subjects are virtually an exclusive white domain, with almost no 
mixed-race groups shown engaged in these activities and very few images of Asian or 
Other students participating in them. The opposite is the case for the most traditional 
academic subjects. Note, for example, that despite there being significantly fewer 
images of Asian male students than of White male students, the same proportion of 
both are shown engaged in the most traditional school subjects. There are fifteen 
times as many White males shown engaged in non-traditional school subjects than 
Asian males are. 
 
Table 69 shows the absolute numbers of all images compared with the number of 
images containing only white students, the proportion of such images this represents 
and the expected proportion of images of white only students for each of these 
categories given the overall proportion of the three ethnic groups used here. 
 
Table 69 Images of students engaged in school work and white students 
 Total White % White % Expected 
Traditional Academic 
Boys 16 7 44% 72% 
Girls 20 9 45% 57% 
Mixed Sex 31 14 45% 60% 
Sport 
Boys  25 21 82% 72% 
Girls 9 6 67% 57% 
Mixed Sex 12 10 83% 60% 
Non-traditional Subjects (Excluding Sport) 
Boys 14 12 86% 72% 
Girls 18 13 72% 57% 
Mixed Sex 14 11 79% 60% 
Non-Academic 
Boys 12 8 86% 72% 
Girls 20 10 50% 57% 
Mixed Sex 35 20 57% 60% 
 
As mentioned earlier, white boys are overwhelmingly shown engaged in sport. In fact, 
they are nearly as likely to be shown playing sport as everything else combined. 
White girls are similarly over-represented playing sport or in images of non-
traditional school subjects. However, they are under-represented in both traditional 
school subjects and non-academic activities (that is, effectively just standing around). 
Other research (Benjamin 2010; McLeod & Yates 2006; Thorne 1999; Walkerdine 
1998) has shown that girls are rarely understood as having ‘natural academic ability’. 
They are often perceived, even by themselves, as needing to work harder than boys if 
they are to achieve at the same level – and this is true even though they generally 
outperform boys in school assessments (Lingard et al 2009).  
 
This stereotypical understanding of the need for girls to work hard may help to 
explain why white girls are over-represented doing just about anything other than just 
standing around.  
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Who	Helps?	
 
While Asian and Other students are mostly depicted in images of traditional and 
academic school settings, they are never shown, in any of the school marketing 
materials considered during this research, as the student providing assistance to a 
white student. Nevertheless, images of White students shown assisting non-white 
students occur relatively frequently – even though white students are less likely to be 
shown in these classrooms. Image 46 shows examples from various school marketing 
materials. 
 
   
AAGS1047 NEPS1082 Below Average 
Government 
Image 46 White students assisting non-white students 
 
The only time when an image could be read as an Asian boy assisting a White girl is 
the highly ambiguous one shown in Image 47. 
 
 
Image 47 : White girl and Asian boy interacting  
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It is difficult to know if the girl in this image is assisting the Asian boy or if she is 
being assisted by him. This is also one of the few images where a non-white student is 
shown operating technology when paired with a white student. However, what is not 
in question here is that in this image we are being directed to look at the White girl – 
she is the only person in focus. 
 
In	Frame,	But	Out-of-Focus	
 
Depth-of-field is the method of adjusting the aperture of a camera’s lens so that only 
part of the image is in focus. This photographic technique becomes a valuing system 
that is repeatedly used in these marketing materials analysed in this study. In all but 
two instances, it is used to highlight a white student. There is a racial hierarchy to 
such images that most frequently runs from a white, female student in focus and then 
students shown increasingly out of focus the further their skin colour or sex moves 
away from white and female – so that often black male students are little more than a 
blur.  
 
Image 48 provides examples. 
 
 
  
EPS1168 AAGS1002 BAGS921 
   
Elite AAGS1002 
Below Average 
Government 
Image 48 Depth of field used in school marketing images 
Repeatedly, it is the lightest-skinned person that is highlighted as being the only 
student in focus and those students with the darkest skin are the most blurred. Often 
the only image of a dark-skinned student in a prospectus is so blurred as to make that 
student unrecognisable other than that they are dark skinned.  
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Image 49 is an example. 
 
Image 49 : The only image of two black students in a non-elite school prospectus 
Image 49 shows a black boy and girl at the entrance to the school – however, this time 
rather than being blurred by the use of focal length, the exposure has been increased 
so that anyone moving is blurred. The black girl, who is not moving and would 
otherwise be in focus, has her back to the camera. 
 
Touching	and	Carrying	
 
The most frequent images of black-skinned people in these materials are not even 
students, but rather Africans or Australian Aboriginals. As (Windle & Stratton 2013) 
point out, Australia’s education system has become increasingly unequal, however, 
the schools likely to benefit the most from this inequality stress their social 
conscience and dedication to helping the ‘deserving poor’.  
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Image 50 provides examples. 
 
   
Elite Elite EPS1177 
Image 50 The dark skinned other as recipient of white charity 
These images raise the question of the politics of touch in these materials. There are 
very few images that show anyone touching anyone else or of being touch. In fact, of 
the marketing materials analysed here are only thirty images from a total of 1,200 
(2.5%) that involve one person touching another. Of these thirty, fourteen (14/30) 
involve students engaged in either sport or drama. However, there are also fourteen 
(14/30) that involve a white student touching a non-white person. The agency almost 
invariably works in that direction, where it is the white student that is clearly doing 
the touching.  
 
Examples are provided in Image 51. 
 
   
AAGS1046 EPS1168 Elite 
Image 51 Examples of white students touching dark-skinned fellow students 
Another recurring theme is a white student, often female, literally carrying a black 
child, as shown in Image 52. 
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Non-Elite EPS1168 AAGS1050 
Image 52 Carrying dark skinned children 
 
Even where this is done jokingly, as in the case of the AAGS1050 video, it is again 
the white student who does the carrying. 
 
Cosmopolitan	Charity	
 
The presentation of white students carrying non-white children fits with a school’s 
image of students learning to live a life of service providing charity to the deserving 
poor. This is a repeated theme for elite private schools and is illustrated below in a 
school marketing video analysed in this research.  
 
EPS1172 is the most elite girls’ school in the sample and has the second highest 
ICSEA of any school analysed. Its marketing video, like some others in the sample, 
does not contain a commentary and has virtually no titles (that is, it virtually uses no 
language at all) – rather it is a series of short scenes lasting a second or two with a 
musical backing track.  
 
Nevertheless, there is a clear narrative to this progression of images and Image 53 
shows such a sequence where students are actively engaged in a project in support of 
the Indigenous scholarship program at the school. 
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White student baking Cut to white teacher 
assessing two blonde 
students’ baking efforts 
Cut to cakes on trestle 
table for sale in 
schoolyard. Caption 
reads: ‘Rasing (sic) funds 
for Indigenous 
Scholarships’ 
   
Pan across cakes to Asian 
teacher buying cake from 
white student, and a 
group of white students 
also buying cakes 
Pan to Aboriginal 
students sitting in circle 
of white students 
Cut to different view of 
Aboriginal students sitting 
with white students 
Image 53 Indigenous scholarships sponsorship program video sequence 
The sequence in Image 53 presents the view of assistance to the deserving poor that 
the school is seeking to instil in its students. This is one that is strictly divided 
between the givers and receivers of assistance.  
 
While it could be argued that such charity work may help affluent young white 
woman gain a sense of community service, it could hardly be a pleasant experience 
for the Indigenous students to be so visibly reminded of themselves being the 
recipients of this charity. This is the only sequence in the video (a video that lasts for 
nearly six minutes with a scene change every-other-second) in which the Indigenous 
students appear at all.  
 
The only students in this sequence not wearing full school uniform, that is, a uniform 
including a blazer and tie, are the three Indigenous students. They are shown wearing 
the school’s sport’s uniform. 
 
Serving	the	Deserving	Poor	
 
This othering of the recipients of white charity is a near universal feature of non-
government school marketing materials. In these the students are often shown in 
foreign locations, physically assisting local communities. This often involves helping 
to build things in these communities. Ironically, often the only images of students 
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engaged in physical labour or using building equipment are the students least likely to 
ever work in such occupations.  
 
Image 54 provides examples. 
 
   
EPS1172 EPS1165 NEPS1037 
Image 54 Non-government school students in foreign locations assisting local communities 
Interacting	with	the	Other	
 
As has been shown already (see Table 63), there are fewer images of non-white 
students in these marketing materials than might be expected given the proportion of 
students from LBOTE attending these schools. This pattern is repeated when looking 
at all marketing materials (videos and prospectuses) for images of students shown 
collaborating.  
 
Table 70 shows that this is again particularly true of elite non-government schools 
which barely show inter-racial collaborations at all. 
 
Table 70 Inter-ethnic interactions  
 Inter-racial 
Interactions 
Average % LBOTE Students in 
ICSEA Sector 
Elite 4% 23% 
Above Average 14% 28% 
Non-Elite 15% 9% 
Below Average 13% 49% 
 
Images of students interacting tend to contain only white students. In each of the 
school sectors, other than non-elite schools, there are significantly fewer images of 
inter-racial interactions than the proportions of LBOTE students in these schools 
might imply.  
 
Non-elite, non-government schools are the only ICSEA sector that does not 
dramatically under-represent cross-ethnic interactions in their marketing materials – 
in fact, they provide more (20% more) images of such interactions than the proportion 
of LBOTE students attending their schools. As noted above, this can be read as a very 
positive stance by these schools who would be major beneficiaries of white flight 
from government schools. However, it must be remembered that as schools that 
restrict access based on school fees, class trumps ethnicity as a sorting tool. 
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The	White	Gaze	
 
Similar patterns occur when the images in these materials are analysed to consider 
who is looking at whom. 
 
As was shown in Figure 32 in the chapter 9, it is girls who are both looked at and 
shown looking at others. Overwhelmingly, it is also white students who do the 
looking and are looked at.  
 
This is hardly surprising, given that such students are the majority in all images in 
these materials. Nevertheless, there are patterns to these images, particularly in the 
students that are never shown watching other students by their race. Table 71 shows 
the proportion of images in all materials that contain students looking at one another 
by their ethnicity.  
 
Table 71 Students watching other students work 
Other watching White 8% 
Asian watching White 25% 
Asian watching Other 4% 
White watching Asian 13% 
White watching White 50% 
 
In half of all cases where a student is shown watching another student it is a white 
student watching another white student. While white students are shown watching 
Asian students, they are never shown watching Other students. Asian students are 
shown watching Other or White students, but never fellow Asian students. Other 
students are only ever shown watching White students. Examples are provided in 
Image 55. 
 
   
BAGS935 AAGS1092 EPS1165 
Image 55 Students watching fellow students work 
Teachers	and	Assistance	
 
The most common person to be shown watching a student work is not a fellow 
student, but rather a teacher. But here again the students likely to be understood as 
requiring the most discipline are also the most likely to receive a teacher’s attention.  
 
Figure 33 shows the overall proportion of students in these materials by their assessed 
ethnicity and the proportion of such students in receipt of assistance from a teacher.  
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Figure 33 Teacher attention 
While students designated as White or Asian receive close to the proportion of teacher 
attention that might be expected, those designated Other are more likely to be in 
receipt of the attention of their teachers.  
 
Image 56 provides examples. 
 
   
NEPS1082 AAGS1092 BAGS961 
Image 56 Teachers assisting students 
In the main, if a teacher is shown helping a white child, that child will nearly always 
be female. White boys are rarely shown receiving direct teacher assistance, but when 
they are they almost always belong to an elite non-government school and the image 
contains the boy and teacher sitting beside each other as equals and as the only people 
in shot.  
 
The photo in Image 56 from ICSEA 1082 (non-elite) is the only picture in that 
prospectus where a teacher is shown assisting a student.  
 
The sequence shown in Image 57 is from a Non-elite, non-government school’s video 
about their iPad program – this school provides another video analysed for this thesis. 
This sequence is the only time a teacher is shown in the video. 
0% 
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Title: Perfect for 
collaboration 
Cut to two students 
collaborating with iPad 
Teacher interacting with 
darker skinned student 
Image 57 iPad Program sequence 
Despite the title suggesting we are to see students collaborating with their iPads, and 
while we begin being shown two boys smiling and looking at an iPad, almost 
immediately a white teacher is shown interacting with the darker-skinned student and 
the lighter-skinned student no longer collaborating or even engaged with the iPad.  
 
The darker-skinned student no longer appears to be happy; certainly, no one is 
smiling. Any suggestion that the students might have been playing rather than 
working has also been removed by the seriousness on the faces of both teacher and 
student. 
 
Back	to	Work	
 
The role played by students by their ethnicity to provide illustrations of what is being 
discussed is also highly related to skin colour. In the video for ICSEA 1037 (non-
elite) analysed for this research the students shown actively engaged in schoolwork 
are most often Asian females.  
 
Image 58 shows examples. 
 
   
Image 58 Asian female students engaged in schoolwork 
These screenshots are used to illustrate the portion of the video where a white, male 
student discusses the benefits of the school’s academic program, as mentioned in the 
previous chapter. Only Asian female students are shown working during this 
sequence. Not a single Asian male student is shown engaged in schoolwork in the 
entire video. 
 
Othering	Discipline	
 
Another sequence from this video is presented in Image 59. The video begins with the 
school principal introducing the school and he then leaves the discussion of school’s 
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benefits to both teachers and students. One of the few Other designated students to 
speak in this video discusses the school’s discipline policy. 
 
   
“One of the first thinks I 
noticed when I came to 
NEPS1037 … 
…was how the teachers 
were more firm. 
They concentrated on 
attitude, behaviour… 
  
 
Uniform… … and most importantly 
the academic work.” 
 
Image 59 Student discussing his school’s strict discipline policy 
The sequence shown in Image 59 is the only time in the video where Other designated 
students are shown working in class. Unlike the screenshots from Image 59, where 
Asian girls are shown working independently or collaboratively, the two girls are 
shown copying material from the board, presumably from a teacher who is out of 
shot.  
 
As discussed previously, we are never shown teachers dispensing discipline, but 
rather the effects of such teacher discipline. Students designated Other are used in this 
sequence where the school’s discipline policy is being discussed and this speaks to the 
association (conscious or subconscious) of the need for such imposed discipline to be 
applied to these students in particular. 
 
Who	Gets	to	Speak	
 
In the same video the only non-white adult shown is a teacher, and she speaks of the 
ethnic diversity in the school. Later, three students discuss a trip they have taken to an 
orphanage in Burma. Image 60 shows what is said at this point in the video – 
however, the black girl does not have any lines either here or in the rest of the video. 
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White Boy: “Recently we got to go into 
Burma and while we were there we were 
at an orphanage.” 
Asian Girl: “And it just is a wakeup call 
for us because we have so much here 
and we take everything for granted so 
we really should appreciate what we 
have because we really are blessed.” 
Image 60 Black student only one not to speak 
Othering	Disadvantage	
 
Other designated students, often with dark skin, are used to illustrate the parts of 
marketing materials where disadvantage is discussed. Images 61 and 62 provide 
examples. 
 
 
Image 61 Darkest skinned student in prospectus used to illustrate financial assistance 
This preference for darker-skinned students to illustrate disadvantage is particularly 
evident in this sequence from BAGS961’s video. 
  
		 	 	218	
 
   
“One of the most 
memorable experiences 
I’ve had as a principal 
happened two years ago 
When one of our Year 
12… 
…school captains  
   
…spoke to the student 
body… 
…at the final assembly. And what he said simply 
was this… 
   
He said that 961 is well 
known… 
…as a community… …of disadvantage… 
  
 
But when you walk 
through the gates at 
BAGS961 High School… 
… there is no 
disadvantage here, only 
an air of opportunity.” 
 
Image 62 Dark skinned students as examples of disadvantage 
Image 62 shows the only sequence in the video (that lasts for nearly five minutes) 
where Black African students are shown in close-up. This sequence has by far the 
least images of white students in the entire video. And, as can be seen from the text 
accompanying these images, the principal is discussing how the school is perceived to 
be a disadvantaged school.  
 
It is important to remember how such videos are constructed. In this video people 
speak directly to camera. These include various students, teachers, the principal, 
architects and designers. None of the students given a speaking role are black, only 
one is Asian, the teachers and adults who speak are all white.  
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The filmmaker gathers a series of cutaways of students and teachers presented in 
slice-of-life sequences around the school – that is, people belonging to the school 
engaged in the life of the school. These cutaways are then used to illustrate points 
being made while someone is speaking.  
 
The darkest-skinned students shown in the video and the highest frequency of dark-
skinned students are used in this sequence whose intent is to illustrate a discussion on 
disadvantage. 
 
How students are presented is not random, but guided by the stereotypes we hold for 
the disciplinary needs of them according to their perceived ethnicity. 
 
Chapter	Summary	
 
Although it is difficult to be able to tell from the publically available data the ethnic 
composition of students in schools, it does appear there is an over-representation of 
white and Asian students displayed in the images contained in these materials. This 
would be consistent with research conducted on marketing materials in the United 
States (Lubienski 2008) where schools were shown to be more likely to display 
images of students from ethnicities considered to be more academically able and 
therefore, presumably, more appealing to parents considering sending their children to 
these schools.  
 
One of the major themes of the analysis of the images accompanying these materials 
was the tendency of schools, even when including images of non-white students, to 
background these students so that they are in the picture but shown out of focus, or 
out of the central position in terms of the action of the image. The darker a student’s 
skin, the less likely they are to be the centre of attention in the image or even in focus. 
 
White students are under-represented in images showing the strictest school subjects 
and over-represented in images of students engaged in the most creative and fun 
school activities. This is the opposite of how non-white students are depicted. There 
are no images of groups of non-white/non-Asian students shown just standing around 
in a group without these images also including either white or Asian students beside 
with them. There are many instances of groups of all-white or all-Asian students.  
 
Non-Academic subjects are dominated by white students – and these subjects are the 
subjects most likely to be associated with fun and cultural capital. As we have seen 
already, males dominate images associated with sport – and these are overwhelmingly 
white males. Despite there being many more images of white males than of Asian 
males in these materials, there are the same proportion of the images of both groups 
shown engaged in the most traditional school subjects. Needless to say, there are 
remarkably few images of Asian boys shown playing sports. In the images showing 
non-traditional school subjects, white males are fifteen times more likely to be shown 
than are Asian males.  
 
When compared to the overall rates at which white students are expected to appear in 
these images, white students, both male and female, are under-represented in the most 
strict academic subjects and over-represented in images showing students engaged in 
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the most fun activities. However, white girls are less likely to be shown ‘just standing 
around’ than white boys are. 
 
This over-representation of non-white students in the most traditional of subjects once 
again speaks to the assumed need for the strictest forms of discipline directed towards 
such students. However, what is interesting here is that even though such students are 
shown in traditional classrooms and engaged in traditional school work, they are 
never shown helping white students in these classrooms, although the opposite is 
often seen. In a recent prospectus for an elite girls’ school that consciously promotes 
itself as developing cosmopolitan students – and therefore displays many more 
images of non-white students than any other elite school marketing material observed 
in this research – of the four images involving a student typing at a computer while 
being watched by other students (something shown four times in the prospectus) in 
every case the girl being watched performing the high value activity on the computer 
was white and the girls watching were non-white. 
 
Images that contain non-white students often do so in ways that devalue such 
students. One means of doing this is achieved through adjustments to depth of field so 
that such students are shown out of focus. Here it is almost always the whitest and 
blondest female student who is in tight focus, while the student with the darkest skin 
is the most out of focus student in the image. This colour-coded hierarchy is repeated 
to the point of tedium in these materials. The only time this focus is adjusted is when 
the materials are discussing issues of disadvantage, discipline or the need for the 
school to provide additional assistance to students. Frequently, the only black skinned 
student shown in marketing materials is used to illustrate such forms of disadvantage. 
 
Many of the materials, particularly from the most elite schools, have images of dark-
skinned ‘native’ children in receipt of the attention of white students. Often the white 
students are touching, holding or literally carrying these children. Of the thirty images 
in which one person is touching another, fourteen of them (nearly half) involve a 
white child touching a non-white child while on overseas camps or in the school 
ground. The agency of the touching always runs from the white student to the non-
white student, although in some cases the non-white child is leaning up against the 
white student. There are no images of a white student being carried by a non-white 
student. 
 
Other research has pointed to the benefits that a school can achieve in promoting its 
egalitarian credentials, particularly involving helping the deserving poor so as to 
develop credentials for the neoliberal subjectivities of the school’s students (Windle 
& Stratton 2013). This finding has been confirmed in this research. Many of the elite 
schools stressed themes of giving back to society (often showing images of their 
students helping to build barns in under-developed Asian nations or reading to 
Aboriginal children). This is frequently linked to notions of developing students as 
global citizens. 
 
Who watches whom is also instructive here – overall it is white students who watch 
and who are watched, but while eight percent of the images showing one child 
watching another involves a non-white, non-Asian student watching a white student, 
the inverse (a white child watching an non-white / non-Asian student) is never shown. 
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Non-white / non-Asian students are backgrounded, under-erasure and passive in 
virtually every context in which they are shown. 
 
However, they are also over-represented when it comes to being in receipt of the 
attention of teachers. In fact, if they are in focus in a classroom this is often because a 
white or Asian teacher is standing close beside them and helping them with their 
work. Frequently, this involves the teacher being above them in a position of power 
and authority. 
 
The intersection between gender and ethnicity is interesting here, with schools with 
the most girls also being most likely to show the most images of boys only groups or 
boys at all and also to show more images of students here designated as Other. In 
schools with the fewest girls, the non-white students in images are almost invariably 
Asian. 
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11.	Conclusion	
	
Elite	schools	and	All	Schools	
 
This thesis was conceived from two observations: that most of the research conducted 
into school marketing in Australia is focused upon the most elite, non-government 
schools in the system; and that international research on school marketing has stressed 
that no matter what school population is being served, all marketing looks very 
similar since it is directed toward attracting the same white, middle-class parents of 
daughters. 
 
However, sociological research into education more generally has stressed that even 
when schools have curricula mandated by the state, asserting that all students receive 
an identical education regardless of their social class, there are clear differences in the 
educational experiences between schools and these relate directly to the reproductive 
role of schools within society (Anyon 1980, 1981; Apple 2012). This conclusion has 
been documented repeatedly in the research literature (Brantlinger 2003, 2008; 
Gillborn 2008; Lareau 2003; Reay 1998; Reay et al 2011; Walkerdyne 1998; Weis 
1990, 2004; Youdell 2006, 2011).  
 
Social	Location	and	Schooling	
 
As institutions seeking to communicate with the world, schools are already perceived 
in particular ways by that world. How schools they are perceived (even as perceived 
by themselves) is understood given the position they hold in relation to all other 
schools (Moeller 2006). Where any one schools stands within the field of education 
more generally is always relational (Bourdieu 2005; Bourdieu & Wacquant 1992). It 
is not in the least bit necessary for schools to take this into consideration while they 
are constructing their marketing – rather, it remains part of their lived experience 
which influences them whether they direct their attention to it or not. 
 
Given the part played by schools in reproducing social hierarchies (Bourdieu & 
Passeron 1979, 1994; Teese & Polesel 2003), it would be surprising if schools did not 
respond to the social stereotypes used by society to define them, as if they were able 
to simply ignore their social location in terms of their social class, gender mix or 
proportion of students that attend their schools who are from non-Anglo-Saxon 
backgrounds. 
 
Central	Role	of	Social	Class	and	ICSEA	
 
The research reported in this thesis stresses the various relationships that exist 
between schools, although, overwhelmingly, the key focus has been on social class as 
it has been determined from the schools’ ICSEA scores. Such a focus on ICSEA is 
justified by the fact that 78% of variation in achievement between schools is 
attributable to their ICSEA score (ACARA 2015). This research has sought to identity 
if and how differences between schools might manifest in differences in how they 
market themselves. 
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Hidden	Stereotypes	and	Their	Threats	
 
This is not to say that schools need to be consciously aware of how these differences 
impact on the decisions they make. It is not the intention of this thesis to assert there 
is a conspiracy that imposes the strictest forms of discipline upon the poorest children 
in our society or that backgrounds children with the darkest skin. Rather, research into 
social stereotypes (e.g. Steele 2010) or symbolic violence (Bourdieu & Wacquant 
1992) make it clear that these conceptions of how the world works are of greater 
consequence the less they are thought about. In fact, some research has gone so far as 
to suggest that alerting students to the potential of stereotype threat is a first step to 
countering the effect (Johns et al 2005), although certainly not enough on its own 
(Pascal & Isabelle 2009; Steele 2010). To put the same argument in Bourdieu’s 
(2010) colourful metaphor, if sociology is to serve as a martial art one can use in self-
defence, awareness of the power that is being used against you is a first step in 
understanding how that power might in turn be use against those wielding it. 
 
Content	Analysis	and	Hineiminterpretierung	
 
This thesis has been concerned with addressing the charge of Hineiminterpretierung 
(Catteeuw et al 2005), that is, of only seeing what my theories primed me to see. 
While such a charge is ultimately impossible to avoid, and since Catteeuw et al (2005) 
would seem unlikely to move far from their strictly positivist paradigm to accept a 
broadening of research methods as being valid research, perhaps this battle itself is 
not worth the candle. Nevertheless, the methods chosen to analyse these materials 
consciously focus on the content of the materials themselves. This has been a 
methodological preference so as to ground the research in ways that intend to identify 
patterns these materials manifest, not only in the written text, but in the choice and 
style of photographs too. The methodological argument being that I can justify the 
creation of categories used to interrogate these materials as being relevant to 
educational sociology and also show that patterns exist within and between these 
materials that speak back to sociological theories.  
 
The	Uncommon	Within	the	Common	
 
Since previous research on school marketing stressed the commonality of appearance 
of school marketing it seemed that the best place to start the analysis of these 
materials was upon subjects that unquestionably were common to all schools and to 
see if there were any differences apparent in how schools discussed these almost 
inevitable common features. Chapters 4 and 5 consider how the various schools 
discuss the facilities they provide and the relationships between people (students, 
teachers, parents) schools enable.  
 
When the schools are ranked by their ICSEA scores and by governance clear patterns 
appear. The lowest ICSEA scoring schools are the most likely to present themselves 
as providing students with all that is necessary to succeed – modern classrooms, 
highly-trained and professional teachers, information technology equipment, endless 
options and choices in subjects and pathways. All of this individualises students (c.f. 
Connell et al 1982) so that the role of the school is to provide opportunities (often 
things – where even knowledge, per se, is objectified into something to be 
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transmitted), while the role left for students is to grasp those opportunities provided. 
These schools stress the discipline they impose, not merely in the text, which often 
uses punitive language unforgiving of transgressions of rules, but also in their images 
which visually stress school as a place of work, without play or distraction. 
 
Government schools with above average ICSEA scores are more likely to show 
students collaborating – and this is not limited to the images they choose, but also in 
the written text as it stresses teamwork, community and even friendship – something 
never mentioned in below average ICSEA school prospectuses. Above average 
schools present a child’s fellow students as something other than a threat to be 
managed and controlled (c.f. Reay et al 2011), but rather as providing a training 
ground in interpersonal skills. This focus on building interpersonal skills is apparent 
in the choice of school mottos. 
 
Non-elite private school marketing stresses discipline more than does schools in the 
government system with comparable ICSEA scores. This may reflect parents stated 
preference for the private sector’s stricter discipline – and in this sense be an 
appealing marketing strategy. However, when compared to below average 
government schools, the forms of discipline manifest in these schools’ marketing 
materials is much less school imposed and more likely to have shifted to an 
expectation of self-discipline displayed by the students. These schools are less likely 
to discuss the credentials they provide students, when compared to above average 
government schools, but this may be due to an unspoken anticipation that access to 
such credentials is precisely what parents are paying the school’s fees for. 
 
Elite schools present the most abstract image of schooling. When they use words such 
as ‘respect’, these schools are just as likely to refer to how the students will be treated 
with respect by the school. Mostly, other schools only use respect to discuss student 
behaviour. Elite schools have the only students who are discussed as having innate 
abilities. The school’s role in educating such students, given this understanding, is 
significantly different to that of a school that understands its role as delivering to 
students the basics of the curriculum. Elite schools have the best facilities, and yet are 
the least likely to discuss these facilities, they are the most likely to refer to their 
teachers as staff, their students dominate academic achievement and yet they are the 
least likely to discuss any of the rewards of learning, other than the reward abstract 
rewards from the realisation of one’s true self and a desire to continue the journey of 
life-long learning.  
 
Pick	a	Word	
 
These differences between these groups of schools are found again and again in the 
following chapters. In chapter 6 the words chosen by schools to discuss the education 
they provide their students showed a marked use of words stressing imposed 
discipline in the lowest ICSEA schools, a preference for words related to teams for 
higher ICSEA schools and for the most abstract vision of student internalised self-
discipline for the highest ICSEA schools. The choice and frequency of word use 
related to the credentials a school gives students access to, to the attitudes it expects 
its students to bring with them to school, to how the students will engage within the 
community of the schools; and to what the school expects it will provide students in 
terms of skills and dispositions to be inculcated vary between these four groupings of 
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schools. Here we see the stereotypical student from each of these school groupings 
and what they are understood to bring with them to school. 
 
Sometimes schools can use words like learning or opportunities at rates that match 
those expected given the overall rate-of-use of all words in the prospectuses, but the 
schools use these words in contexts that reinforce their differences. Once again the 
same patterns appear. The lowest schools use these words that are common to all 
schools in ways that stress a punitive nature while focusing upon the need for students 
to make the most of the opportunities on offer – these schools are the most likely to 
discuss ‘learning environments’, and the least likely to discuss ‘learning strategies’. 
The highest ICSEA schools the most abstract nature of the educations they provide – 
often a word like learning does not have any referents at all. 
 
A	Picture	of	Class	
 
The images used in school marketing materials provide subtle reminders of the nature 
of discipline expected by schools and whether this is imposed by the schools or if the 
schools can rely on the natural dispositions of its students displayed in self-discipline. 
As shown in chapter 8 this is made apparent in many ways: from the number of 
images the grouped schools show of students playing sports, to the type of sports they 
are shown playing, and even whether they are shown playing sport or engaged in 
physical education – each of these can be related to the schools’ ICSEA scores. 
Likewise, the images showing students engaged in school work or of them wearing 
the school uniform is connected both to regimentation and school discipline and 
images of such are less frequent as ICSEA score increases.  
 
Overall, the schools serving the lowest ICSEA students show images of them in 
classrooms under the explicit discipline of an implied teacher. The pedagogies 
displayed are the most traditional, discouraging any interactions between students. 
These students are shown having a one-to-one relationship with their implied teacher, 
they are the least likely to be shown collaborating with each other – as the stereotype 
associated with their fellow students is that they are potentially a threat and 
uninterested in learning. As one climbs the ICSEA scale an inversion occurs, with the 
highest ICSEA schools the least likely to show students in classrooms at all, and the 
most likely to show the students interacting, to show students in candid images in 
their natural habitat, and virtually the only schools to show students laughing. School 
becomes fun rather than work. 
 
Forms	and	Discipline	
 
The theme of discipline being imposed on the lowest ICSEA students and expected to 
be manifest in the highest ICSEA students is evident in the formal aspects of the 
photographs too. The lowest ICSEA schools are the most likely to show images of 
students posed by the photographer, literally under the photographers will, while 
images in higher ICSEA schools are much more natural, even when posed. That is, 
the students in posed images in higher ICSEA schools are posed in situations we we 
consider to be natural for them to be shown posed – receiving awards or after winning 
a race – while students in lower ICSEA schools are posed while they should 
otherwise be doing work – in doing science experiments, for instance. 
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Picturing	Gender	
 
Gender is hardly mentioned in the written or spoken texts accompanying these 
materials, but it is impossible to ignore in the visual texts. How students are displayed 
and what they are shown doing at school changes according to the proportion of girls 
attending these schools. Schools with near equal proportions of girls to boys are less 
likely to stress hegemonic masculinity in the images they display with such schools 
much more likely to display images of boys engaged in non-traditional school 
activities – such as, playing musical instruments or in an art class. The schools with 
the most boys are the least likely to show boys in classrooms at all, they are often 
only shown playing sport or merely standing around in groups with girls. Generally 
these groups are clearly staged, with everyone smiling and looking directly to the 
camera. These represent the most disciplined way students can be shown, and thus the 
equation between too many boys and potential threat needing to be neutralised seems 
reinforced both by the images they are absent from and those they are displayed in. 
 
A	Blur	that	Fades	to	White	
 
The hardest sociological category to get a clear understanding of has been the ethnic 
composition of schools. While ICSEA can stand as a proxy for social class and the 
proportions of girls to boys in a school is provided by the My School website 
(ACARA 2016), the only indication of ethnic diversity within schools is provided by 
the proportion of students who are from language backgrounds other than English 
(also provided by ACARA 2016).  
 
Schools may have incentives to display more images of students from East Asia and 
to do so in ways that make these students appear at home. Many international students 
in Australian schools come from East Asian countries and these students provide 
significant financial benefits to the schools and also positively impacting performance 
on standardised tests. Given this, it would have been useful to know the proportions 
of students at the schools from various ethnicities, something other research has had 
access to (Lubienski 2007). Unfortunately, this has not been possible in the Austalian 
context. Nevertheless, even knowing how many students are from language 
backgrounds other than English has meant that interrogating the images for students 
of non-Anglo-Saxon appearance showed that that such students appeared to be under-
represented in the images and those shown where likely to be students of East Asian 
appearance.  
 
What students from non-Anglo-Saxon backgrounds were shown doing in the images 
was also linked to their apparent ethnicity. So that the darker one’s skin, the least 
likely that student would be shown as the centre of attention – unless the text was 
discussed disadvantage. Non-white, non-Asian students are frequently backgrounded 
in all ways. They are often blurred beyond recognition, or shown standing alone at the 
back of a crowd of other students. They are often pictured receive the direct attention 
of the teacher and are mostly shown in the most disciplined and disciplining of school 
environments. They are either backgrounded or contained – no white student is ever 
pictured directly watching them or being helped by them. If schools can be divided 
between work and play, non-white students are clustered in work environments. The 
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further one allows a video to run or turns through the pages of a prospectus, the more 
likely the images will move from strict work environments towards extra-curricular 
activities and the whiter the pictured populations become. 
 
This	Goes	with	That	
 
Intersectionality plays a role here too. In schools with the highest proportions of boys, 
that is, the highest proportion of students likely to be seen as a threat, the images of 
non-Anglo-Saxon students tend to be of East Asian appearance. The stereotypes of 
those students are that they are studious and self-disciplined – non-threatening. It is 
only when the gender balance comes close to equal that non-Anglo-Saxon, non-East 
Asian students are shown.  
 
Non-Anglo-Saxon, non-East Asian students are under-represented in all materials, 
however, frequently the ones that are pictured are those who wear their ethnicity 
loosely on their skin. That is, students with physical features closest to the Anglo-
Saxon ‘standard’ are more likely to be shown in these materials than are those more 
easily identifiable with their own ethnicity – unless some point is being made. 
 
Social	Location	Counts	
 
This thesis has shown that there are distinct differences in how schools market 
themselves and this depends on the social background of the students who attend 
these schools – that is, in terms of class, gender and ethnicity. These differences 
correlate with the stereotypes held for school populations, stereotypes that speak to 
the forms of discipline that are understood to best respond to and that this is not only 
true for the written text, but is also apparent in the images chosen as well. School 
marketing mirrors our prejudices, reflects back to us the stereotypes we hold for entire 
groups within our society. When seen, it displays the challenges placed in the way of 
these stereotyped students. While it is easier to produce a booklet than it is to 
construct a school – how we set about composing an advertising booklet tells us much 
about the underlying assumptions that go into constructing a school. The mistakes 
made in the construction of a booklet are likely to be similar to those made in 
constructing a school – if only because they are born from the same unconscious 
understandings. 
 
Possible	Future	Research	Directions	
 
The intention behind this research was to seek to understand how the social location 
of schools, in terms of gender, social class and ethnicity of the students, impacts the 
ways schools market themselves. However, it was always the intention to only focus 
on high schools. This needed to be adjusted as the research progressed because many 
of the elite schools were K-12, rather than just 7-12. This meant that these schools 
often discussed the overall programs they provided for their students, taking into 
account learning developmental phases and stages that other schools, more strictly 
secondary schools, did not have to consider. In part this thesis has overlooked these 
differences, since it has been found that all schools seem to prefer to focus on the 
‘end-product’ of their education –that is, the students in their final years of secondary 
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schooling – and that this appeared to be the commodity being purchased, no matter 
what the school’s age mix. 
 
It was also felt that starting high school in Victoria is a time when many parents often 
leave the state system and move into the non-government system, and so this is a key 
time when parents are likely to make educational choices and therefore to make use of 
school marketing materials. There is no question that this is the case for many parents. 
As Figure 34 makes clear from Victorian government data (DET 2016), two-thirds of 
students in Victoria attend a government primary school, while only 57% of students 
attend a government secondary school – a shift of one-in-ten students out of the state 
into the private system. Much of this shift is into the independent school system – 
where one-in-nine students attend primary school, but nearly one-in-five attend 
secondary. 
 
 
Figure 34 Government, Catholic and Independent primary and secondary schools 2013 data 
All the same, over three times the number of parents are making school choices at the 
beginning of primary school than they are at the beginning of secondary school. Yet, 
this thesis has not focused on how primary schools, particularly state and Catholic 
systemic primary schools, seek to market themselves or if similar patterns could be 
seen in these marketing efforts. 
 
Internet	School	Searches	
 
Primary schools appear to rely much more heavily on on-line promotion. Government 
primary schools appear to have significantly different approaches to marketing and 
promotion depending on whether they are under or over-subscribed. This is hardly 
surprising, nevertheless, whether a school is under or over-subscribed is not random, 
but is also classed (Lamb 2007) while also being impacted by the ethnic diversity of 
the school (Ho 2011). Nonetheless, a consideration of the marketing efforts of 
primary schools according to social location deserves consideration in future research. 
 
The shift to near universal access to the internet will clearly impact how schools 
choose to market themselves and the reliance on a web-presence obviously directs 
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attention away from traditional printed materials towards the use websites as 
marketing and promotional tools.  
 
This has now long been the case, however, it was the decision of this thesis to only 
look at those materials produced with the aim to attract students to the school. School 
websites are designed both as marketing to prospective parents, but also to provide 
information to parents, teachers and students who are already members of the school 
community. How schools manage these conflicting priorities in their websites would 
provide interesting research questions. 
 
The	Shock	of	the	New	
 
Kress’s (2003) point that new media provides disruptive possibilities not available in 
more established text genres, mostly due to these new media genres having not yet 
settled into conventions, means that school websites ought to be a rich source of 
difference and potentially also likely to be prone to the kinds of differentiation 
according to the student populations the schools serve than those more traditional 
materials analysed in this thesis. 
 
Tertiary	Marketing	
 
Similarly, universities and TAFE colleges market themselves and there is a steep 
social hierarchy associated with these institutions (Teese 2007). This is complicated 
by the reliance tertiary education in Australia has on attracting foreign students and 
the funding such students provide. How this impacts on their marketing would 
provide a rich source data for further research. 
 
Broader	Sociological	Questions	and	Making	Use	of	ICSEA	
 
The organising frame that Anyon’s research provides – this is, in seeking to 
understand the impact of social class on institutions and the means they employ in 
educating students – can similarly be applied to other spheres of social activity than 
school marketing. Naturally, social class has been a central concern of sociology for a 
very long time (Mills 2001), but how the school that one attends impacts on 
attainment in the arts or in sport are areas I have become increasingly interested in.  
 
The ICSEA provides an easy summary of social class location within the Australian 
school system and therefore any social situation (sporting contests, art exhibitions, 
eisteddfods and so on) are amenable to analysis according to this metric given that 
information on the schools that competitors attended is known.  
 
There are difficulties in using such an arrangement – not least since what is being 
proposed here is an inversion of the way the ICSEA is generated and intended to be 
used – that is, that the ICSEA is an average of all student socio-educational advantage 
to make a single number for an entire school population, and therefore it is not strictly 
valid to invert this average to assume the social class of individual students. This is 
particularly problematic given that other research has found that the successful 
students in low ICSEA schools are too often not the ‘average student’ but rather the 
most socially advantaged students in the school (see Reay et al 2011). Nevertheless, 
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the ICSEA does provide a readily available way to consider social class and its 
impacts on schools – something difficult to find elsewhere. 
 
Vocations	and	the	Future	of	Work	
 
Much of Anyon’s work assumes that reproduction due to the kinds of future 
employment, and the associated discipline, expected from various groups students. It 
is interesting to note that Weis (1990, 2004) found that Willis’s (2011) ‘lads’ had 
disappeared from the student populations in Freeway. This was clearly in response to 
changes in the economy where an outright rejection of education and the strictures 
associated with education were not only punished by being condemned to working 
class jobs, but now means no job at all. Research on youth transitions in Australia 
(Anders & Wyn 2010; Wyn & White 1997) following the collapse of well-paying 
industrial jobs replaced by low-skill, low-pay service sector jobs, has seen all social 
classes turn to the promise of education, even if that promise is often not supported by 
the facts (Brown et al 2011; Gerson 2009).  
 
Nonetheless, there has been a significant change in the composition of school 
populations in high schools since the 1980s with vast numbers of students from 
families with no experience at school beyond the middle years of high school now 
completing secondary school and beyond. At the same time, schooling in Australia 
has responded to globalising pressures (Connell 2013; Reid & Thomson 2003; Rizvi 
& Lingard 2010; Spring 2015) by increasingly focusing on vocational outcomes. 
Despite the problems such a focus presents for democratic education (Dewey 1997), it 
is not at all clear how schools determine, in such a fast-changing world, what 
knowledge will prepare students for employment in even the immediate future. As 
Bauman (2004a, 2004b, 2015) notes, the future of work is precarious and likely to 
produce increasing numbers of ‘wasted humans’ (Bauman 2004a, p.14) – that is, 
humans who can serve no purpose in the new world order, excluded from its benefits, 
and increasingly understood in the post-Keynesian realities, as waste humans where 
any “money spent on keeping them in good shape was money wasted” (Bauman 
2014, p.15). 
 
Over	and	Under	Educated	
 
Given the increasing mindlessness of service sector jobs, the growing proportion of 
such jobs in the total of all employment (see Marginson 1997), and the cost of 
education to our ‘debt ridden’ budget – it is not clear how much longer schools will 
be able to provide ever expanding educational services across the whole of Australian 
society (Teese 2011) or how long the often broken promise of such education, ending 
in large debts but no jobs, will be tolerated by all social classes.  
 
Nevertheless, with the Australian curriculum and the introduction of NAPLAN 
(Lingard 2010) as well as forces acting towards more ‘user pays’ models of 
educational provision, it is clear that it will be increasingly difficult for schools to 
craft their practice to meet the needs of all students. As such, research on the 
intersections between social class, school pedagogical practices, and student 
employment pathways seems a rich site for further research – particularly, following 
Anyon (1980, 1981) in terms of the forms of discipline expected, enacted and learned 
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in school sites and whether such forms of discipline now actively work against the life 
pathways students are likely to experience. 
 
Returning	to	Progressive	Education	
 
Research into how schools go about deciding how to provide career counselling in 
these new times and how this differentiates according to the social class of the 
students attending would similarly be fascinating. The ability of schools to understand 
future directions in the workforce and likely growth industries is not clear – so, should 
schools move towards Dewey’s (1997) progressive education? If so, this does seem to 
be at odds with the current neoliberal paradigm of Australian education (Connell 
2013). How schools navigate these paradoxes provide interesting scope for future 
research. 
 
The	Hope	Underlying	this	Thesis	
 
The research question that drove this thesis was, Do all schools provide identical 
marketing materials regardless of the social class, gender or ethnicity of their 
students? I believe I have shown that they do not. The methods used in this thesis to 
interrogate school marketing materials require tools that are readily available to all 
schools. The various content analyses conducted on the language and images mostly 
required time to consider how groups of students are represented and what stereotypes 
animate these representations.  
 
Who is shown, who is spoken about, what those shown are doing and with whom, and 
what this implies about what such students can and should do, are questions this thesis 
wants to bring to the fore. It is the hope of this thesis that such questions can provide 
powerful insights into what is too often left as the hidden curriculum (Anyon 1980; 
Margolis et al 2001) of schools. 
 
Stereotypes are insidious because too often they remain below our conscious 
awareness (Bauman 2014; Bourdieu 2000; Schauer 2006; Steele 2010). Finding 
means to bring such stereotypes to the forefront of our minds is a key aspect of a 
critical education. 
 
This thesis has considered many apparent silences in these materials, however, 
perhaps one of the more surprising is the near complete absence of teachers. Teachers 
are rarely pictured, rarely discussed and presumably also often absent from all other 
aspects of the production of these materials as well. The ongoing de-
professionalisation and marginalisation of the teaching workforce (Blackmore 1999; 
Connell 2013) silences one of the strongest voices likely to speak up in support of 
their students as agential young people. Perhaps students would be less likely to be so 
readily grouped by stereotypical characteristics if teachers had a larger say and they 
knew that teachers were having an input into such materials reflective of the school’s 
culture and actions. 
 
Nevertheless, much of the research into the production of school marketing materials 
stresses that teachers are cynical about the role played by these materials, often to the 
point of believing school marketing represents an intrusion into what otherwise ought 
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to be the role of schools (Ball 2003, 2006a; Gewirtz et al 1995; Oplatka & Hemsley-
Brown 2007, 2012). This is similarly true of school leaders, similarly shown in 
research as seeing marketing as peripheral at best, if not actively antagonistic to what 
a good school ought to do (Oplatka & Hemsley-Brown 2007). School leaders are 
often presented as being keen to move on to work that is more directly related to 
educating their students (c.f. Moss, O’Mara & McCandless 2017). School marketing, 
often rightly, may be seen by school leaders as just one more aspect of the 
performativity associated with the neoliberal school (Rizvi & Lingard 2010). 
 
The danger is that in allowing marketing materials to be generated almost 
unthinkingly, that is, left to the hidden curriculum (Margolis et al 2001), then the 
issues of gender, ethnicity and social class will continue to be washed out by 
stereotypical representations that thereby reinforce these representations, rather than 
challenge them. The consequence of this for many students can be devastating (Steele 
2011). 
 
It has not been the intention of this thesis to encourage schools to merely look again at 
their marketing materials so as to conduct a simple count of heads and say ‘we need 
another boy in this classroom image and perhaps a girl or two from Asian 
backgrounds playing sport on this page…’. Rather, the hope is that this thesis will 
encourage those charged with producing school marketing materials to consider the 
underlying stereotypes society attaches to school communities, to interrogate the 
assumptions that go into how schools, as social systems, are represented. While many 
parents are comfort to position themselves as clients, the ability to open out spaces for 
a critical consciousness is crucial if an educational consciousness is to thrive. It is not 
too much to say it is what education ought to be for (Apple 2012a; Dewey 1977; 
Freire 2005). 
 
Time and again, this thesis has illustrated how students are constrained by the 
stereotypes attributed to whole groups in society: whether the students from low SES 
schools that are never referred to as being creative, or the children of colour never 
shown helping a white child, or the girls who are never the recipients of praise if the 
image contains a mixed gendered group. I do not believe schools actively choose 
these representations, but such representations are never violated in the sample of 
schools analysed here, not because they are consciously chosen, but because they are 
the automatic product of our social stereotypes (Goffman 1959, 1979). This thesis has 
shown that how school populations are composed systematically skews how students 
will be represented in terms of their gender, class and ethnicity. If schools are to 
provide equity of opportunity for their students then the constraints imposed by such 
representations must first be seen if there is to be any hope they can then be removed. 
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Appendix	1	
 
As mentioned in chapter 3, it was decided to ensure that all schools analysed here 
would remain anonymous. This was not an easy decision to reach. However, since so 
much of the data has been amalgamated into the four school groups of schools, the 
ethical concerns regarding replication and accessing the original materials has been 
reduced.  
 
This appendix presents some sample pages from the prospectuses and indicative 
screenshots from the marketing videos of the various themes of these marketing 
materials. 
 
Prospectuses	
 
As school ICSEA scores increase, their prospectuses become more professional in 
their production values. While this has not been found to be absolutely the case, 
overall this has proven a rule of thumb that is rarely breached. The lowest ICSEA 
schools appear to have most likely to have produced their prospectuses in-house using 
simple desktop publishing software or Microsoft Word.  
 
Because these texts have been produced by staff in-house they can often appear 
amateurish, with excessive use of dot points and not enough differentiation between 
text and headings to direct the eye through the material. They also frequently do not 
have a consistent organising frame, or their visual organisation relies solely on a 
single element using the school’s colours – such as a banner heading on each page or 
perhaps only the smaller headings using this one colour.  
 
Other visual elements in these prospectuses are not consistently applied – so that 
images and text will not be aligned and no two spreads will be even similar in terms 
of the layout of text, headings and images on the page. Each turn of the page presents 
a distinctly different experience to the last and this increases the amateur feeling 
throughout.  
 
 
Image 63 BAGS 955 double page spread 
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Although below average government schools have fewer words in their prospectuses 
on average (see Table 5), because these prospectuses have many fewer pages, the 
word count per page can far outstrip those of higher ICSEA schools. This is 
compounded by the fact that the producers of these texts are often reticent to use the 
images they have to full effect – frequently keeping these tucked into a corner and 
often far too small. This mistake is often compounded the images not aligning with 
the text, again making the page unbalanced (Williams 2015). 
 
 
Image 64 AAGS 1002 double page spread 
These are mistakes that are less likely to be made by higher ICSEA schools, even 
when their prospectuses could just as easily have been produced in-house. There is a 
greater consistency of layout and headings, even when not used at the top of the page, 
and these are clearer and more visually interesting. The use of circular cutaways in 
Image 64, for instance, is both simple and effective – in ways in which the italicised 
quote along the bottom of Image 63 is not. And not merely since it is not clear it 
aligns with the left edge of the text above, but it jars because it is different from the 
text above, and yet not different enough for the viewer to be clear of the intended 
difference in meaning, making it visually awkward and discordant.  
 
 
One of the prospectuses for a Non-elite private school twice misspelt ‘sought’ as 
‘sort’ – marketing materials encouraging parents to purchase education services 
demand close proofreading.   
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Image 65 NEPS 1014 double page spread 
Even when higher ICSEA schools use white text on a dark background, it visually fits 
with the other design elements in the text, such as with Image 65 and the ‘thought 
bubble’ motif that is used throughout. 
 
 
Image 66 AAGS 1047 double page spread  
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Higher ICSEA government schools frequently use much larger photographs and are 
less afraid to use white space. These also tend to have organising layout features that 
span the entire document and are consistently applied, giving the document a unity 
often lacking in those of lower ICSEA school materials. 
 
 
Image 67 AAGS 1075 double page spread 
The most elite schools invariably have had their marketing materials professionally 
produced and the production values are immediately apparent, not least since the 
visual decisions have been boldly taken and simply applied throughout in ways that 
are not evident in the lower ICSEA school materials. In Image 68, for instance, a full 
page is dedicated in each spread to a single photograph of a student. The photographs 
are almost invariably close-up portraits of students and yet rather than use the school 
colours, the headings on the alternative page lifts major colours from the image to 
unify the spread – in Image 68, for instance, the blues on the young woman’s shirt 
and eyes are echoed on the following page. 
 
 
 
 
Image 68 EPS 1130 double page spread 
Image 69 has similarly been produced by a professional publisher, but here the 
integration of text and image is less successful. While the image itself is stunning, it is 
not clear that the text is referring to various double page spreads to come in the 
prospectus and instead one reads it thinking it is perhaps a poorly composed poem. 
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Image 69 EPS 1141 double page spread 
Video	
 
As Kress (2003) makes clear, new media is less likely to be bound by the same 
conventions as old media, even when seeking to address the same purpose. Also, 
given that it is new its forms are much less likely to be settled. Of the 14 videos 
analysed 2 had no accompanying text at all, just music played over fast changing 
scenes around the school. These were organised into themes: students studying, 
playing sport, music, cooking, drama and so on – mostly in that order, from most 
serious to most fun. Here the assumption is clearly being made that the school’s 
intention is completely transparent as merely watching these flickering images will be 
enough to make the education available here transparently obvious. 
 
Only one school seems to have left making its promotional video entirely up to the 
children. This video consists of a series of still photographs shown while a piano is 
played in the background and two students read a script discussing what a great 
education looks like and why their school provides such an education. Image 70 
presents three of these still photographs – none of the images in this video are of 
students in a traditional classroom and over a third of them show students playing 
sports, something unusual for a government school. 
 
  
 
Image 70 AAGS 1046 video stills 
 
Some schools present a teacher or principal speaking to camera and then both a series 
of cutaways to illustrate what they are saying about the school and further people 
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speaking to camera. These are often teachers and students. The video from which the 
screen shots were taken for Image 71 is interesting as four students speak to camera, 
all of them are girls and three of them are blonde. And while 12% of the student 
population is from language backgrounds other than English, no one in the video, 
either speaking or in the cutaways, appears to be non-Anglo Saxon. 
 
   
Image 71 BAGS 954 video stills 
The most elite private schools often start with the principal discussing the merits of 
the school. This becomes the voice-over for the entire presentation and cutaways 
show various aspects of the school including its grounds and students variously 
engaged. 
 
   
Image 72 EPS 1160 video stills 
The videos of the most elite schools are significantly different from their 
prospectuses, not least for the proportion of images that show students in school 
uniforms and actively engaged in school work in classrooms. While significant 
proportions of these show students engaged in extra-curricular activities, the videos 
are less skewed towards such representations than the printed materials are. 
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One video (Image 73) is organised around the idea of a school day – at the beginning 
the sun rises and students walk towards the school, at the end students leave class to 
go home. The principal bookends the discussion about the school, leaving specifics to 
parents, students and teachers.  
 
   
   
   
Image 73 NEP 1037 video stills 
In one video (Image 74) all discussion about the school is left to students speaking 
directly to camera in front of the school’s logo. 
 
   
Image 74 AAGS 1050 video stills 
 
In another (Image 75) a professional voice over presents various aspects of the school, 
such as the school’s VCE program or Applied Design Education Centre, in separate 
videos. This gives the video the feel of a 1950s news-reel.  
 
 
   
Image 75 AAGS 1008 video stills 
		 	 	240	
Music often plays a central role in these videos, but getting the right feel is often 
difficult. Sometimes the music is very high-paced and such over five minutes or so 
can become trying. And yet sometimes the music is too slow for the fast pace in 
which scenes change in these videos.  
 
Government schools frequently have professional videos made due to the Education 
Department providing funding to display aspects of the school facilities or curriculum 
or because the school has entered into a partnership with a technology firm who 
presumably have paid for the marketing video. Nonetheless, these videos invariably 
also market the school to potential parents. 
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Appendix	2	–	Ethics	Exemption	Application	and	Approval	
 
DEAKIN UNIVERSITY HUMAN RESEARCH ETHICS 
COMMITTEE APPLICATION FOR EXEMPTION FROM 
ETHICS REVIEW  
The National Statement on Ethical Conduct in Human Research (2007) states 
that “Institutions may choose to exempt from ethical review research that: a) is 
negligible risk... [which is defined as ‘where there is no foreseeable risk of 
harm or discomfort; and any foreseeable risk is no more than inconvenience. 
Where the risk, even if unlikely, is more than inconvenience the research is not 
negligible risk’ NS.2.1.7]; and b) involves the use of existing collections of 
data or records that contain only non-identifiable data about human beings”.  
Additionally, research which only involves access to publically available data 
may be exempt from ethics approval.  
 
Principal Investigator: Julianne MossStudent Researcher (if 
applicable): Trevor McCandless School: School of 
EducationCampus: BurwoodContact Telephone No: 0433 997 
833Email: tmccandl@deakin.edu.au  
Faculty:  
Arts and Education  
Project Title: Schooled Into Place: A Mixed Methods Social Semiotic 
Analysis of School Marketing Materials.  
Part A  
Project Information  
. 1  Please describe the background to project: The project is part of 
a doctoral thesis analyzing 33 materials (both video and 
printed prospectuses) to understand how schools approach 
marketing in relation to the social composition of the 
students attending that are accessed in the public domain.  
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. 2  Please outline the project aim and rationale: The purpose of this 
research is to develop an informed overview of the impact 
that a school’s ICSEA, gender composition and proportion 
of students from language backgrounds other than English 
on a school’s marketing efforts. Using publically available 
data from the school’s websites and the My School 
government site (https://www.myschool.edu.au/) the 
intention is to compare and contrast the marketing materials 
produced for the selected schools once these have been 
ranked according to the proportions of students by gender, 
ethnicity and social class.  
. 3  Please state the source of data or records:  
   ·  Publically available data from the My School 
government site (https://www.myschool.edu.au/)  
   ·  Publically available school websites.  
. 4  Are the data publically available (e.g. Twitter data, company 
annual reports, newspaper clippings etc.)? Only publically 
available data will be used. Schools will be de-identified and 
given a code.  
. 5  Are the data identifiable? Initially yes but then will be de-
identified  
  
Application for Ethics Exemption (v12 Jan 2017)  
. 6  Please describe the format that the data/records will be obtained 
in: Downloaded marketing materials – pdf files and video 
files from school websites  
. 7  Please outline the purpose of the original data collection: To 
review the marketing materials of various schools to 
understand how differences in the ICSEA score, gender and 
ethnic composition of these schools impacted how they 
market themselves, if at all.  
. 8  Please describe the nature of consent originally obtained from 
participants: The schools make their marketing materials 
publically available on their websites, the compositional data 
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for each school is made publically available by the 
government and or independent/private school.  
. 9  Please state the ethical issues associated with the project and the 
means by which they will be addressed: NO ethical issues in 
that all data collected is in the public domain.  
. 10  Please state the name of the original custodian of the data:  
This is publically available data.“The My School website is a resource 
for parents, educators and the community to receive information about each of  
Australia’s over 9,500 schools and campuses.  
My School now has nine years of data enabling fair comparisons to be made 
among schools serving students from similar socio-educational backgrounds, 
using the index of community socio-educational advantage (ICSEA). It is 
ICSEA that enables fair comparisons to be made between schools with similar 
students.  
The publication of data on My School allows educators to share information 
about school achievements and characteristics with the aim of supporting and 
driving improvement across the nation. For parents, My School provides 
valuable information to help make informed decisions about their child’s 
education.”  
Schools produce and publish school marketing materials with the express 
intention that these will be freely available and easy to access and view.  
Part B  
Investigators  
Please list the names of all researchers who will be involved in the 
study, including any based outside Deakin, and the role they will have 
in the project:  
.  
Investigator  
Julianne Moss Trevor McCandless  
DECLARATION  
Role  
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PhD principal supervisor PhD Candidate  
Institution  
Deakin University Deakin University  
I/We, the undersigned declare that the information supplied in this 
application is true and accurate to the best of my/our knowledge.  
I/We, the undersigned have read the National Statement on Ethical 
Conduct in Human Research and accept responsibility for the conduct 
of the project detailed in this application in accordance with the 
principles contained in the Statement and any other conditions laid 
down by Deakin University Human Research Ethics Committee.  
Application for Ethics Exemption (v12 Jan 2017)  
Signatures:Principal investigator Name: Julianne Moss  
Signature  
Associate investigator/s (including students)  
Date: 12/5/2017  
Date: 16/5/2017 Date:Date:  
 
Name:  
Signature Name: Signature Name: Signature  
Trevor McCandless  
 
Please tick to acknowledge your agreement:  
 
I am aware that I am required to submit an Annual/Final Report to the 
Human Research Ethics Unit for this project when requested and agree 
to do so in a timely manner.  
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Application for Ethics Exemption (v12 Jan 2017)  
1. ACKNOWLEDGMENT OF HEAD OF SCHOOL/DIRECTOR 
OF RESEARCH*  
I the undersigned acknowledge that the Faculty has considered and 
approved the academic worth of the project described in this 
application.  
Name: Professor Christine UreSignature: Date: 17-5-17  
*If the Head of School (or similar) is also a member of the research or 
supervisory team, a more senior member of University staff e.g. Dean or 
Associate Dean (Research) must sign the project as authorising officer.  
Part CApplications involving collections of pre-existing non-
identifiable data please attach:  
A copy of a letter from the original custodian of the data 
outlining:§ what access to the data has been granted§ who has 
been granted access to the data and for what purpose § what the 
original purpose of the data collection was and§ the conditions or 
consent required for its use.  
      
Please submit your application by email to research-ethics@deakin.edu.au  
    
 
Please note: if the hyperlinks in this form result in an error message, return to 
the form and:  
1. right click on the hyperlink  
2. click on Edit Hyperlink  
3. copy the URL to your browser.  
  
Application for Ethics Exemption (v12 Jan 2017)  
For further information contact the Human Research Ethics Unit at  
research-ethics@deakin.edu.au; ph: (03) 9251 7123 or (03) 5227 2999  
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